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or another, 
most people 
get hold of 
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not to mention 
Punch’s regular 


readers— 
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ADVERTISER’S WEEKLY 


George Street 
advertising 


Sik, -Reference the Edinburgh 
Street Association advertising, we 
find Copytaster’s slashers (May 21) 
stimulating and, since we handle 
the account, it was even more 
interesting to see his criticisms 
directed at advertising we knew 
from the inside. But while we 


THIS WEEK 
Contributors review Coronation 
advertising, pages 464-490. 
NEXT WEEK 


Robert Freeman’s Raymit 
advertisement. 


welcome realistic criticism we 
found Copytaster way above us 
this time. 

[he question of a copywriter 
having “a complete street to 
advertise” doesn’t arise—that isn't 
the brief, and there are no funds 
for it, Any suggestion of getting 
retailers to pay for advertising on 
the basis that “any advertisement 
which brought crowds to one (1.e 
some other) shop would bring 
extra prospects to their windows, 
too,” is too academic for Scottish 
saxpences, Illustrations are an 
obvious asset, cul because of the 
extra space cost involved —this 
advertising entails extra budgeting 
in all cases, had to create adver- 
tisers out of non-advertisers, and 
was on minimum lines through- 
out. 

The basis of the scheme is 
simple: certain members of this 
newly-formed Association agreed 
to share the cost of an initial 
scheme planned to give indirect 
boust to the street by direct 
promotion of their own goods or 
services, They decided their own 
subject and copy with or without 
our help or that of their own 


To The Editor.. 


agents, shoot it in when their 
own turn comes up, and pay 
according to the spaces they 
occupy. The individual units in 
each ad. are set out in a uniform 
way for inescapable reasons. This 
is all quite comparable with the 
“limited display” advertising 
which some of these retailers 
know to get sound results day in 
day out, in (e.g.) the Scotsman 
and the Edinburgh evening 
papers. 

Copytaster says the newspaper 
readers will go on strike, but the 
advertising has in fact created 
favourable editorial] and general 
reaction, has given the street the 
intended boost, has put the 
Association’s new slogan across 
is getting results for individual 
advertisers (this applies particu- 
larly to the specific insertion 
criticised) and has caused the 
Association to decide on a 
further scheme in the autumn 

Of course a lot of Copytaster’s 
criticisms apply—we know the 
advertising is far from perfect; 
in particular we urge members 
to spotlight attractive specific 
“buys,” and the Vogue “Shop 
hound” idea was already under 
consideration. 

From the Copytaster angle it 
will also be quaint that the adver- 
tising, by design, appears cheek 
by-jowl with “Births, Marriages 
and Deaths,” and on days when 
it is most likely to be entirely 
surrounded by classifieds. But 
this works, too. 

W. A. Wootwarp. 
W. A. Woolward & Co., 
Edinburgh, 2. 


TWENTY-FIVE 


June, 1928 


Sir Hugo Hirst, chairman of the 
General Electric Co., was elected 
president of the Incorporated Society 
of British Advertisers, 

¥ * * 

Horace Imber resigned as adver- 
tisement director of the Daily 
Chronicle owing to ill health. 

* » : 


Charles F. Higham Lid. were ap 
pointed agents for the BLE. for 
the fourth year in’ succession, 

ae »” 

C.W.S. decided to spend more 

money on avertising. 
* # 

The Rt. Hon Charles” A. 
McCurdy, president of the Adver 
tising Association, presided at the 
opening session of the Fourth British 
Advertising Convention in Birming 
ham. 

* * * 

The Daily Mail claimed the 

world’s largest daily net sale with a 


DESIGN-PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Creators of 


Fascinating ads. 


in the ‘Annual’ 
Sir,—Y our May 21 issue carried 
a review of the 1953 edition of 
Advertiser's Annual, in which 
your reviewer commented on the 


“fascinating advertisements” the 


Annual contains. 
He overlooked a point which 


must have struck many purchasers 


of the Annual—that no less than 
five well-known advertising agents 
have illustrated their own adver- 
tisements with a picture of the 
“factory.” 

It has, of course, been known 
for industrial advertisers of the 
die-hard school to do this in 
trade journal] advertising, but... 
it seems to have become good 
practice again when eminent 
agents themselves do it. Perhaps, 
after all, we have been worrying 
needlessly. 

In the 1954 Annual we may 
even be treated to portraits of the 
august founders of some of the 
agencies, complete with mutton- 
chop whiskers and cut-away coats. 
It will be interesting to see. 

E. P. Towers. 
Publicity Manager, 
Fords (Finsbury) Ltd. 


‘Touchy’ about their 


circulations 
Sir,-Why is it that publishers 
of some technical journals are so 
touchy about being asked for 
readership and circulation facts? 
Recently, on behalf of a client, 
| undertook to obtain informa- 


al 

YEARS AGO 
circulation of 1,919,576. 

BI * * 

Smith’s Advertising Agency cele- 
brated their SOth birthday. 

” * 

J. C. Akerman was elected chair- 
man of the Regent Advertising Club. 
* # * 

The tile of the Weekly Dispatch 
was changed to the Sunday 
Dispatch. 

* % # 

Leslic W. Needham was appointed 
assistant general manager of the 
Sunday Express. We retained the 
position of advertisement manager. 


It was announced that during 
1926 and 1927 the Empire Marketing 
Board had spent £296,189 on pub- 
licity. 

* 5 * 


Ilustrated Newspapers Lid. 


moved into the old Morning Post 
building in the Strand which was re- 
named Inveresk House. 
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tion about four journals, all, 
according to their titles, covering 
more or less the same field 

Ihe first unhesitatingly sup- 
plied a circulation figure (uncerti- 
fied) and a percentage analysis of 
readership (“certified by an inde- 
pendent firm of chartered accoun- 
tants”). The second supplied an 
analysis of pre-paid subscribers 
and a courteous letter explaining 
that, although they did not make 
a practice of publishing an 
official circulation figure, they had 
no objection to telling me that it 
was 5,500. 

The third supplied a very full 
analysis of circulation along with 
its rate card, but when I asked 
for a circulation figure the reply, 
which reached me after a short 
delay, was to the effect that the 
advertisement manager was at 
present out of town but would 
deal with my query on his return. 
(He telephoned a few days later 
to give the information verbally). 

The response from the fourth 
journal was the most surprising. 
Ihe publisher's — representative 
telephoned me and lectured me 
on the reasons why it should not 
be necessary to have factual in- 
formation to decide on the worth 
ef his journal. His main argu- 
ment, several times repeated, was 
that it had been published for 95 
years and that “everybody in the 
trade” knew it. His _ principals 
did not believe in giving circula- 
tion figures away, and in any 
case, didn't we already know 
them and their journal well 
enough from our previous adver- 
tising in their pages? A letter 
followed in which a figure was 
grudgingly quoted to show “the 
region of” their present circula- 
tion and = giving several para- 
graphs of unsatisfactory genera- 
lisations about the area, type 
and quality of readership 

Surely the time has come when 
all publishers should realise that 
it is in their own interests to 
provide facts and figures? 

ACCOUNT EXECUTIVE 
(Name and address supplied.) 


(Showcards) Ltd 
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millions of eyes 


miss seeing your advertising 
in the national dailies. . . 


... unless it appears in the DAILY HERALD. 

For in the homes of 53% of DAILY HERALD families only one 

national daily newspaper- the DAILY HERALD — is 

taken and read. The DAILY HERALD is one of the greatest 

selling powers behind the marketing of mass-appeal 

branded products today. It represents a market of 6,750,000 

men, women and children. Despite the increased cost of 
=—_— living, DAILY HERALD families are one-third better off than 

pre-war... more than half of them enjoy two or more wage 

packets every week ... their total combined income 


exceeds £1000 000.000 per annum. 


DAILY HERALD 


kK. H. Hull, Advertisement Director, Acre House, Long Acre, London, W.C2 
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SOUTHAM NeEwspPAPERS OF CANADA 


OTTAWA - HAMILTON - WINNIPEG - MEDICINE HAT - CALGARY - EDMONTON - VANCOUVER 
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7 Strong 
Canadian 


Newspapers 


TRENGTH, in a newspaper, does not necessarily denote size alone. 
A newspaper’s real strength lies in its influence; in the part it plays 
in the community it serves; in the trust it commands among its readers 
and in the respect in which its publishing staff is held. 


A strong newspaper stems from its character, acquired through long and 
steadfast adherence to decent principles; and maintained in every word 
and under every circumstance. It stems from interpretative and 
constructive editorial comment, fair and devoid of personalities, yet 
courageous in its revelation and discussion of matters of public interest 
and importance. 


Its news content must meet the test of accuracy and be so balanced as to 
satisfy the legitimate curiosity and need for information of the largest 
possible range of readers, and such news must be uncoloured by editorial 
opinions. 


Its advertising space must be available to any purchaser, subject to 
considerations of truthfulness, decency, and public interest. 


It must be essentially a community enterprise and, therefore, must be 
published and generally administered in the community which it serves. 
Its editorial policy and judgment governing the selection of news must 
be the responsibility of its own publishing staff. 


Such a newspaper will remain a peculiarly local newspaper 
regardless of ownership or association, and such a newspaper will 
remain strong and grow stronger, for its strength is something 
which it and the community it serves have together created. 


The claim of a strong newspaper must be tested by these concepts, and 
must live up to them if that claim is to maintain. There must be no 
circumstance, no matter how stringent, that will cause departure 

from this strict credo of publishing. 


The Southam newspapers can make this claim. They operate on a system 
of territorial rule supported by a background of group strength. 

With public ownership that now extends into and far beyond the 
communities they serve, the seven Southam newspapers comprise a 
Canadian institution with a proud heritage, and in each one the 
qualities which have made them so still flourish with strength and vigour. 
Such a newspaper best serves its readers, its advertisers and itself, for 


only in fulfilling its obligations equally to all three can it thrive and 
prosper. 


For full details, rates and copies of these publications, write or phone to the 
London Representative : F. A. Smyth, 34/40 Ludgate Hill, London, E.C.4. Tel. City 2784 
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INTRODUCES YOUR 
PRODUCTS TO_THE 


HOMES OF 
NORTHERN 
IRELAND 


Advertising, press, and sales management in 


Coronation Honours | 


ADVERTISING, PUBLICITY, THE PRESS AND SALES 
MANAGEMENT HAVE ALL BEEN RECOGNISED IN HER 
MAJESTY’S CORONATION HONOURS LIST. 


W. Surrey Dane, joint managing director of Odhams Press, 


becomes a C.B.E. 


Among those who have received the 0.B.E. are Viscountess 
Kemsley; Alan Whitworth, director, Incorporated Society of 
British Advertisers; Ulric B. Walmsley, advertisement manager 
and director, Sunday Graphic; and Sidney R. Campion, 
principal information officer, General Post Office. 


Mr. Dane, who receives his 
honour for services to King 
George's Jubilee Trust, is joint 
executor (with A. C, Duncan, 
chairman of Odhams Press) of 
the late Lord Southwood’s estate, 
and during the last war he 
assisted Lord Southwood in his 
work for the Red Cross Penny-a- 
Week Fund, which raised 
£17,500,000. He also assisted 
Lord Southwood in his appeal 
for the Hospital for Sick 
Children, Great Ormond Street, 
which some time ago named a 
ward after Mr. Dane in recogni 
tion of his services 

He joined Odhams Press in 
1919 after war service, and be- 
came joint managing director in 
1947. He was anovointed a direc 
tor of the Daily Herald the same 
year and was made chairman of 
the paper in 1949. 

Lady Kemsley 1s chairman of 
the Mauritius Bureau which helps 
students and ex-service men, and 
performs valuable general wel- 
fare work. Lady Kemsley, who 
was born in Mauritius, founded 
the Bureau in 1940 

Alan Whitworth joined the In- 
corporated Society of British Ad- 
vertisers in September 1928 
assistant to the general secretary 
He became general secretary in 
1934 and director in December 
1946 

Mr. Waimsley is a member for 
the Western Division of the 
Regional Advisory Committee of 
the Savings Movement. He al- 
ready held the M.B.E. for public 
services in a great many fields 

Mr. Campion went the 
G.P.O. in 1940. He has been 
street newspaper seller, school- 
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W. Surrey Dane Alan Whitworth Lady Kemsley 


master, barrister and author 
Recreations: “Experimenting in 
literary forms, picture painting, 
sculpture, modelling, shop-win 
dow gazing and golf.” 
Others who have 
honours are: 


O.B.E.: B. B. P. Parker, chief 


information officer, Ministry of 
Works: J. P. Langston, director, 
Films Division, Central Office of 
Information (Southwark); H. G 
Berry, for public services, especi- 
ally as chairman of the Austra- 
lian Advertising Council 

M.B.E.: Miss Dorothy 


received 


Colli- 


~<3><3>-3-- 8 --t-- 


Loyal Greetings to Her Majesty 


on the occasion of her Corona- 
Long may she reign in 


Ulric 
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prosperity. 


Walmsley Sidney Campion 

hole, director, periodicals depart 
ment, British Council, A. D 
Hull, costing secretary, British 
Federation of Master Printers, 
F. A. Henley, sales manager, Re 
inforced Shuttlecocks Ltd; and 
H. J. A. Hill, sales manager, 
B.E.A., London, 


| a 449 | 

= — | | | . 

| : ee 3 
| ee 

ne 8€6F 

ee ; 

eee eee 

4 

—" tes Fr y 

' ) 1 te f 

a ff Fr a: i, FOE ’ 

} q 

* i 

50 advertisers use GO j 


& 
D3 
7 
x 
- 


m4 
s 


ADVERTISER'S WEEKLY 


450 


national dailies 


HERE was a record demand for Coronation issues of 


newspapers throughout the Kingdom. 


Orders for Wednes- 


day’s Daily Mirror exceeded seven million; Daily Express 


sales easily topped five million. 


Among other national news- 


papers recording big increases on Wednesday were the Daily 
Sketch (over 100 per cent) Daily Mail (50 per cent) News 


Chronicle (25 per cent). 


The Daily Herald circulation 


showed an appreciable increase especially in the north. The 
Daily Telegraph sales set an all time record with a 40 per cent 
leap. About 70,000 extra copies of The Times were sold both 


on Tuesday and Wednesday, 


Early selling was keen in 
London—especially along the 
Coronation route. Long before 
midnight thousands of copies had 
been bought eagerly. Editions 
were frequent and the news of 
the conquest of Everest gave a 
second spurt to sales 

Magazines have heavy advance 
orders, The Radio Times Coro- 
nation issue sold over nine 
million 

For many months Esso have 
been distributing periscopes free 
of charge through their dealers, 
at the Daily Mail \Ideal Home 
exhibition last March Hovis sold 
25,000 periscopes at a shilling 
each; and the Weston Biscuit Co., 
Ltd., have been selling them 
through dealers for many weeks. 

The result—the names of Esso, 
Hovis and Weston were seen 
everywhere among the crowds 
lining the Coronation route, 


The Everest triumph found adver- 
tising agents ready. Advertisements 
tying up with the great achievement 
appeared on Coronation Day. 

“The Times” carried no fewer 
than five advertisements from manu- 
facturers whose products had been 
used during the expedition—Pye 
lelecommunications Ltd., Braemar 
Knitwear Ltd., Metal Box Co., Ltd., 
Rolex Watch Co., Ltd., and Smiths 
Clocks. 

Copy had been prepared in ad- 
vance and when the news flash came, 
priority insertion was arranged. The 
“Daily Mail” also carried five 
Everest advertisements. 


Both the Evening News and 
Evening Standard extended their 
areas of circulation on Corona 
tion Day. 

The Evening News flew edi- 
tions as far north as Blackpool, 
Liverpool, the Isle of Man and 
the North Wales. In addition 
copies left London in the after- 
noon for the United States, 
Canada, Europe, Cairo and 
Johannesburg. It was anticipated 
that the Evening News would be 
on sale in the United States and 
Canada yesterday (Wednesday) 
morning. It was planned to de- 
@ Continued in Stop Press on 

back page. 


Shell-Mex and B.P. 


souvenir book 

Fifty thousand copies of a 
Coronation book Royal Progress 
have been printed for distribution 
to the children of Shell-Mex and 
B.P. staff and to friends of the 
company. 

Royal Progress, says Shell-Mex 
& BP. Ltd, is “an expression of 
its faith in the New Elizabethan 
age.” It is a pageant of Royal 
travel through the centuries, 
painted by John Leigh-Pember- 
ton and described by James 
Laver, and dedicated “to tra- 
vellers of goodwill by land, sea 
and air everywhere.” 

The book has been designed 
and produced for Shell-Mex & 
B.P, Ltd. by Rainbird, McLean 
Ltd., of London; colour process 
blocks engraved and printed by 
Henry Stone & Son (printers) 
Ltd., Banbury; cover processed 
by Celloglass Ltd, London; 
bound by Kemp Hall Bindery, 
Oxford; lettering and cartouches 
by John Brinkley. 
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‘9 Record sales for ‘before midnight’ = 
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Boro’ Billposting Co.'s Union Jack 


Sir Hugh Casson! 
praises Boro’ site 


A notable unsolicited _ testi- 
monial for the way in which 
Boro’ Biilposting have decorated 
their Strand Garden site with a 
huge painted Union Jack as back- 
ground has been received from Sir 
Hugh Casson, the famous archi 
tect and official adviser on Coro- 
nation decorations 


He has written to G. L. 
McLellan (director, Odhams 
Press Ltd., and general manager, 
Boro’ Billposting) as follows: 


“Dear McLellan. A note to 
say how excellent I thought the 
Union Jack hoarding looks in the 
Strand. Many thanks and con- 
gratulations Yours sincerely, 
Hugh Casson.” 


Looking down Fleet Street from outside “ Advertiser's Weekly” offices. 
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poster at the Strand Garden site. 


a 
News photographs of the Royal 
Family enlarged to 10 ft. x 8 ft. 
and painted made an impressive dis- 
play on the office fagade of the 
Liverpool Daily Post and Echo Ltd. 
The work was commissioned six 
months ago from P.A.-Reuter. At 
night the pictures are illuminated. 
Similar sets with pictures 4 ft. x 
3 ft. 6 in. are on display at branch 
offices. 


3-D news-reel 

“The first-ever coloured three- 
dimensional pictures of the Coro- 
nation procession” for a private 
newsreel for distribution through- 
out the U.S.A. and many other 
countries Overseas, were taken by 
Newfilms Ltd., a London photo- 
graphic organisation specialising 
in stereoscopic colour work. 


LOYAL MESSAGE 


The following loyal message 
was sent to Her Majesty the 
Queen by E. J. Robertson, presi- 
dent, on behalf of the Advertis- 
ing Association: 

“The officers and members of 
the Advertising Association ten- 
der humble duty and loyal greet- 
ings to the Queen on the occasions 
of Her Maijesty’s Coronation, 
and pray that her reign may be 
long and prosperous.” 
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14 colours in 157 
printings 

The 48-sheet poster being used 
by Shell-Mex for the Coronation 
(“Loyal greetings from Shell and 
B.P.”) was originally designed 
by Charles Mosley, the poster 
artist, for reproduction by litho 

Owing to shortage of time, 
however, the reproduction had to 
be carried out in silk screen. The 
task was undertaken by Weddell 
Bros. Ltd 

The poster was printed in 14 
colours in 157 printings. Screen 
filler was used for dry brush 
effects while varnishing of certain 
parts of the design helped to 
bring out the brilliance of colour. 

The operation of printing two 
hundred and fifty 48-sheets, plus 
end pieces to make twenty 64- 
sheets, was carried out in three 
weeks, 


Golden edition of 
‘Daily Mail’ 

The Daily Mail are publishing 
a golden edition a complete 
full-size reprint of the actual 
issue of Coronation day printed 
in gold on ivory-tinted paper. It 
will cost Is. 6d. 

This will be the fourth national! 
occasion marked by a_ golden 
Daily Mail. Similar issues were 
published for Queen Victoria's 
Diamond jubilee in 1897, the 
start of the present century and 
the signing of peace after the first 
world war in 1919 

Printing of this special issue 
began early yesterday (Wednes- 
day) morning and distribution 
will begin “as soon as possible.” 


Novelty blotter 

A novelty desk blotter with a 
Coronation motif has been pro- 
duced by Wass, Pritchard & Co., 
Ltd. (Romney Press), London 

A small pad of blotting paper, 
34 jn. x 44 in, has a gold- 
coloured cardboard backing with 
two purple panels bearing the 
words “God Save the Queen” 
under a crown. A folding handle 
shows, on each side, a globe of 
the world with two lion “sup 
porters.” 

This novelty can be adapted 
for advertising purposes. 


Radio firm’s gift 

E. K. Cole Ltd. have produced 
a cigarette box as a Coronation 
souvenir. It is in thick white 
opaque plastic. The hinged lid 
carries a small green plaque with 
an “E” in the middle. Inside the 
box js a thick transparent plastic 
lining, bearing on its face, in gold 
lettering, the words: “To com 
memorate your ‘association with 
E. K. Cole Ltd., during Coro- 
nation Year 1953." 
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CAVALCADE © 


Mather (second from right), chairman of Mather & Crowther Ltd., 


with Mr. and Mrs. J. Mc. Paterson and (extreme right) S. E. Shelton, 
during the Mather & Crowther Coronation dinner and dance at the Con- 
naught Rooms. 


Heraldic portfolio 


A handsome portfolio pro- 
duced by the Goodyear Tyre & 
Rubber Co, (Gt. Britain) Ltd., 
presented in full colour the 
heraldic series of advertisements 
the firm are featuring this year, 
together with matters of historical 
interest. ‘The series features the 
eagle in pageantry. An article 
by James A. Frere, Bluemantle 
Pursuivant of Arms, on_ the 
College of Arms was richly 
illustrated 


‘Loyal Greetings’ 
poster 


A “Loyal Greetings” poster, 
mounted on board, is being sent 
to more than 13,000 post offices 
for use in windows and on tables 
and counters during the Corona- 
tion period. 

Designed in the publicity office 
of the Post Office Savings De- 
partment, it shows a bouquet of 
wild roses, thistles, and daffodils 
in pastel shades, with the symbo] 
“E.R.” over the words “Loyal 
Greetings” in golden yellow. A 
white aura round the bouquet 
shades off into pale blue, as a 
background for the words “Post 
Office Savings Bank” in white 


Pink, blue and gold is the colour 

scheme being used by W. S. Craw- 

ford Ltd. for their offices in High 
Holborn, London. 


C.P.V. ball 


Nearly 300 people attended a 
dance given by Colman, Prentis 
& Varley in celebration of the 
Coronation at Caxton Hall. Many 

rizes were given, including 
Gidmoed Coronation mugs and 
lighters, Charnos stockings, 
bottles of champagne and two 
silver fox stoles. The dance was 
organised by Colman, Prentis & 
Varley’s Social] Club. 


Devised by M. Rodgers, deputy information officer, City of Sheffield Cor- 
poration, at a total cost of under £400, including hire of replicas of the 


Crown jewels, this Coronation exhibition is proving a great draw 


Canopies 


over the photographs are in crimson, and the poles gold with red ribbon 


Background is embossed gold and white paper. 


in full colour. 


The Coats of Arms are 


The alcoves have crimson facias with gold lettering, and the 


ribbons are red and gold. The Jewels are on black velvet and the portrait 
of the Queen is in full colour 


History on the 
showcard 


A showeard) depicting an 
Elizabethan bronze mortar (with 
out the pestle) has been sent by 
the Distillers Co. (Biochemicals) 
Ltd to all private _ retail 
pharmacists and chief hospital 
pharmacists in the United King 
dom 

It has been reproduced from 
the company’s full colour adver- 
tisements, showing fine old 
earthenware drug-pots, appearing 
in the Pharmaceutical Journal. 

The showeards were produced 
by the “Dixoid” process by L. S 
Dixon & Co., Ltd., Liverpool, 
from litho prints bY Percy Lund 
Humphries & Co., Ltd., of Brad- 
ford, printers of the litho inserts 
in the Pharmaceutical Journal 
The art work was executed by 
Alfred Bates & Son, Ltd, and 
the message of loyal greetings 
with a description of the exhibit 
was supplied by the Distillers Co 


Printers’ marks on 
publicity stamps 
A new series of 24 publicity 
stamps has been introduced by 
W. P. Griffith & Sons Ltd. in 


graphical Designers Ltd., 
hope is that a wider interest in 
good printing will be stimulated 

The stamps, which are to be 
issued at regular intervals and 
used on Griflith’s stationery, de- 
pict 18 famous printers’ marks 

In the early days of printing, 
when counterfeiting was rife and 
gross inaccuracy common, such 
marks were of special significance 
and represented a hallmark of 
good craftsmanship 


His tribute on posters 


A Coronation poster, carrying 


a portrait of the Queen and 
bearing a loyal greeting has been 
produced by the “Award” Adver- 
tising Service Ltd., of Salisbury, 
to a design by its director, H. E 
Albany Ward. 

Mr. Ward has also made 
another Coronation tribute in 
the form of two enlargements of 
a film which he took in 1912, 
showing the late King George 
VI. when a naval cadet, saying 
goodbye to the Mayor of Wey- 
mouth. He has presented them 
to Queen Elizabeth the Queen 
Mother, whose thanks have been 
expressed through her private 
secretary 

The posters have been printed 
in 16-sheet and also double- 
demy. Both sizes are displayed 
on Award’s public announce- 
ment panels, and the 16-sheet is 
also being displayed throughout 
all the firm's areas. The diagonal 
stripes in the border are in red, 
white and blue, 
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At the Women's Advertising Club of London Coronation dinner. 


(president) and Miss M, Wenmoth. 


M. V. Cassey, A. 


2, Miss Olive Bird and Sir Harold Bowden. 
G. Sambrooke, Miss Margaret Minor. 
Sime and Miss Doris Richardson. 


Coronation dinner of Women’s 


Advertising Club 


WINE GLASS SOUVENIRS OF 


A BRILLIANT OCCASION 


= exquisite gift wine glasses, inscribed with the Royal 
insignia and a specially written verse, one of the most 
brilliant gatherings ever assembled at an advertising function 
drank the Loyal Toast at the Coronation dinner of the Women’s 
Advertising Club of London at the Savoy last Thursday. 


Written by Sir Francis Meynell 
and finely declaimed by Esmond 
Knight, the actor, after the Club's 
president, Mrs. Mollie Coglan, 
had proposed the Loyal Toast, 
this was the verse 

We need not pray 

“Be still a girl and gay,” 

Nor yet “Let it be seen 

In word and mien 

Majestical that vou are Queen.” 

We sum it up in one particular 

“Be as vou are.” 

Each Coronation wine glass 
was enclosed in an attractive box, 
finished in the same style as the 
menu, with an ivory matt surface 
and the Club's insignia W.A.C.L. 
in a circle, in gold. It will be 
cherished, not merely as a Coro- 
nation souvenir of intrinsic worth 
and beauty, but also as a memento 
of a very notable social occasion. 

As the guests arrived, Mrs. 


Coglan and the vice-president, 
Miss M. Wenmoth, were kept 
busy welcoming people famous 
in many spheres— society, diplo- 
macy, the stage, films, ballet, the 
arts, industry, and many other 
activities, including, of course, 
advertising and the press. It is 
perhaps not invidious to single out 
one guest for mention. David 
Eccles, Minister of Works, found 
time to be present despite the 
heavy commitments which the 
Coronation has imposed upon 
him. 

The speeches were fully in har- 
mony with the spirit of the occa- 
sion. Lord Llewellin, proposing 
“The Elizabethan Era,” drew 
comfort from the immense prob- 
lems that confronted the first 
Elizabeth. Lord Mancroft, in a 
speech in which humour and 
seriousness were nicely balanced, 


proposed “The Artistic Tradition 
of the British People” incident- 
ally paying tribute to Mr. Eccles’s 
Coronation achievements as a 
giorious example of British taste 
“The Professional Ac’1lievements 
of the British People” formed the 
subject of Sir Kenneth Barnes's 
toast. 

In proposing the toast of “The 
Women’s Advertising Club of 
London,” the Dowager Mar- 
chioness of Reading claimed that 
women in advertising were the 
people who really knew what 
they were doing! 

“Every woman is born with 
advertising in her,” Lady Reading 
said slyly. “She has to know 
how to handle advertising in its 
subtiest form in order to attract 
the consumer!” 

Miss B. S. Fielding, in propos- 
ing the toast of the guests, men- 
tioned that the Club was now 30 
years of age. 


Leeds 


Celebration drive 


What better way could there be of 


celebrating the Coronation than a 
drive through the beautiful York- 
Shire dales, culminating with a 
traditional ham and egg meal? 

This query has been addressed to 
members of the Publicity Club of 
Leeds, who have been invited to take 
part in an evening drive on Friday, 
June 12. 


eS ae 


1, Mr. and Mrs. David Eccles are welcomed by Mrs. Mollie Coglan 
3, A Gossard group: John Anderson, Miss E. Yooll, Miss 
4, Clifford Bloxham, Mrs. Bloxham, W. N. Coglan, Esmond Knight. 
6, Mrs. Mary Gowing, E. J. Robertson and Mrs 


5, John 
Robertson. 


Clubs’ conference 
’ Ae ma ‘ 7 al 
SHEFFIELD’S 
’ ‘ ‘ al 

CHALLENGE 

The Publicity Club of Sheffield, 
through Harold Boulter, its repre- 
sentative on the committee of the 
Advertising Clubs’ Conference 
(Harrogate, September 25-28) has 
issued a challenge to all provincial 
advertising clubs of Great Britain. 

The Sheffield Club, he says, chal- 
lenges all other clubs outside 
London as to which shall have the 
largest delegation at Harrogate 

Mr. Boulter issues the challenge 
in the tone of a man who is pretty 
contident of winning. Shefficld has, 
so rumour says, some interesting 
ideas up its sleeve, for stimulating 
conference registrations among its 
members. Fven so, the challenge is 
a bold one. 

Registration forms provide space 
for each delegate to indicate the 
club which he represents. At a 
later stage, the conference com- 
mittee will therefore be able to 
check up how Mr. Boulter and 
the Sheffield Club are doing, in 
their attempt. 


East Anglia 


Annual supper 

The East Anglian Publicity Club 
held their annual supper at Ipswich 
last week when over 40 members 
and guests attended. Members of the 
cast from Ipswich Theatre joined 
the party after supper and S. H. 
Hammond, one ot the Club mem 
bers who is also a member of the 
Magic Circle, entertained. 
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Cecil King welcomes 


commercial TV 


RIGHT CLAIMED FOR NEWSPAPERS 


TO PLAY PART IN NEW MEDIUM 


wm an announcement of Government plans immicent, 
Cecil H. King, chairman and managing director of the 
Daily Mirror and Sunday Pictorial, has expressed his 
support for the introduction of commercial television, and 
claimed the right for newspapers to take part in it. 


The annual meetings of the 
companies controlling each news- 
paper were held on Friday when 
Mr. King, in the course of his 
reports, said: 

“What may prove to be the 
biggest development of the past 
twelve months for your company 
is the decision of the Govern- 
ment to introduce commercial 
television into this country. 

“We immediately applied for 
a licence and are in active com- 
munication with various people 
who may participate with us in 
this new development. 

“You may recall that your 
company is interested in a 
group of radio stations in 
Australia, and it is likely that 
there, too, commercial television 
will be introduced in due course. 

“What stens we can take in this 
regard, and when, is not too clear 
at the present time, but we feel 
that this great new force in 
instruction and entertainment is 
one in which we can play an 
effective part-—-and we mean to 
do so. In the public discussions 
on the subject it is often stated 
that the British public would not 
stand for commercials in its radio 
entertainment 


‘Nonsense’ 


“This, I maintain, is nonsense, 
The British public, like any other, 
prefers amusing entertainment to 
the dull kind, and the former is 
what commergial TV would cer- 
tainly provide 

“In the United States, where 
practically all television stations 
are commercial, the newspapers 
are often part owners of stations 
which are highly profitable. 

“At the moment the Labour 
Party is opposed to commercial 
TV, though it is possible that if 
it were established before they 
returned to office, they would 
find it preferred by the viewer, 
and would leave it alone. 

“Their opinion seems a mix- 
ture of Socialist doctrine, Puri- 
tanism and a fear of the political 
bias of commercial programmes. 
It is natura] that a Socialist Party 
would dislike seeing private 
enterprise re-entering any sphere 
that has been nationalised, but 
this argument cannot be con- 
sidered very weighty. 

“The puritanical outlook — is 
presumably at bottom opposed to 
all entertainment and prefers the 
smug qualities of the B.B.C. to 


the livelier indiscretions of the 


commercial world 


“It is likely that many of the 
radio advertisers would be anti- 
Labour, but doubtful if they 
would let their political bias seep 
into their programmes and still 
less likely that any such bias 
would prove effective.” 

Commenting on economic 
trends in newspaper publishing, 
Mr. King said: 

“The principal changes in the 
economics of newspaper publish- 
ing in the last twelve months 
have been a decreasing price for 
newsprint, larger newspapers, 
higher wages and more competi- 
tion. At one time the resultant 
of these forces was that three of 
the national newspapers were 
losing money. 

“As competition warms up — 
and with the advent of sponsored 
television which may eat into 
their advertisement revenues —it 
is likely that our weaker sisters 
will be hard put to it to survive. 

“Though I hope there is no 
question of Fleet Street returning 
to the ludicrous antics of the 
‘thirties, we have recently had 
two national newspapers offering 
motor cars in entry-free competi- 
tions as an inducement to the 
public to become readers. 

“And it is well known that 
some newspapers make a larger 
profit from paid-entry competi- 
tions—so-called tests of skill— 
than they do from the newspaper 
itself, 

“Newsprint in this country has 
been rationed since the early days 
of the war, but nowadays ration- 
ing affects very few newspapers. 

@ Continued on page 504 


PAPER PRICES 
UNCHANGED 


Paper prices are to remain un- 
changed until the end of the year. 
Makers of woodfree and esparto 
papers have decided that current 
prices will continue firm as mini- 
ma until the end of December. 

This means that for woodfrees 
(10 tens and over) minimum mill 
prices remain as follows (per 
ton): Supercalendered and 
machine finished printings £93; 
cream laids and woves £98; 
imitation art £95 Ss.; cartridge 
£104 13s. 4d. 

The minimum basic price for 
esparto printings continues at 
£113 per ton, 


New problem for 
Irish newspapers 


Compositors working on Dub- | 
lin newspapers are approaching 
the Newspaper Managers’ Com- 
mittee for the introduction of a 
five-night week at an early date. 
Granting such a concession 
would considerably increase costs 
as the number of compositors in 
Ireland would not provide suffi- 
cient for a rotation of nights off 
and the S-night week would, in 
effect, mean each man working 
six nights and getting double pay 
for the sixth night 

After the newspaper strike of 
last year it was believed that a 
long peace might be expected by 
the industry, but this new prob- 
lem is also likely to be compli- 
cated by the efforts to create a 
single compositors union for the 
whole of the Republic of 
Ireland. At present the Dublin 
Typographical Provident Society 
is the union of the Dublin mem- 
bers of the craft, and this organ- 
isation is hoping to unite all 
other compositors under its 
auspices, 


‘Mr. Cube’ in a 


new role 


“Mr. Cube,” released from his 
successful anti - nationalisation 
fight, is now appearing in Tate & 
Lyle Ltd. advertisements explain- 
ing how he spent his 1952 in- 
come of £954 million. Alternately 
worried and elated, he is shown 
revealing the amounts that go 
on raw materials, fuels and ser- 
vices; wages and benefits; 
overheads and special expenses; 
plant renewals and running 
repairs, taxes; and reserves 

At the annual meeting of Tate 
& Lyle, the chairman, Lord Lyle, 
gave “the popularity of Mr. Cube 
with the investing public owing 
to its approval of his actions in 
the past” as the reason why a 
recent issue of stock was rapidly 
oversubscribed 


I.S.B.Als annual 
meeting 

Lord Mancroft will be the 
principal guest and speaker at 
the annual Juncheon of the In 
corporated Society of British Ad- 
vertisers, following the S3rd 
annual general meeting of the 
1.S.B.A. at the Park Lane Hotel 
on Friday, July 3 
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British 
Association awards. L. to r.: Mrs. 
Beatrice Warde's Prize, Shell Mex A 


Direct Mail Advertising 


B.P. (represented by L. Barry); 
Samuel Jones-Howard Smith Cup, 
B.O.AC. (G. V. Jeflerson); Block 
& Anderson Cup, Abbott Labora- 
tories (R. Severn); Kirkland 
Bridge Silver Tankard, Efficiency 
Magazine (FE. R. Casson); and 
Chadwick Cup, Remington Rand 
(A, W. Murrell). 


DIRECT MAIL 
COMPETITION 
WINNERS 


Awards in the British Direct 
Mail Advertising Association 
contests for 1952 were given to 
the following winners and 
runners-up at a luncheon last 
Thursday: 


Chadwick Cup, for the best 
planned direct mail campaign of 
not fewer than three shots 
winner, Remington Rand Ltd 
(shots directed to managing 
directors, sales managers, works 
managers, and chief accountants), 
runners-up, British Optical & 
Precision Engineers, and Brad- 
bury Agnew & Co., Ltd. (Punch). 

Samuel Jones and Howard 
Smith Cup for the best single 
direct mail letter: winner, British 
Overseas Airways Corporation, 
runners-up, Moss Bros. Ltd, 
British European Airways, and 
Glovers Advertising Ltd. (adver- 
tising their own direct mail ser- 
vice) 

Kirkland Bridge Silver Tan- 
kard, for the most original direct 
mail letter: winner, Efficiency 
Magazine Ltd.; runners-up, Servis 
Recorders Ltd. (Glovers Adver- 
tising Litd.). 

Block & Anderson Cup, for 
the best house journal: winner, 
Abbott Laboratories Ltd.; runners- 
up, F. Perkins Ltd, and Edward 
Mortimer Ltd 

Mrs. Beatrice Warde’s Prize 
(copy of Penrose Annual), for 
the best staff journal: winner, 
Shell-Mex & B.P. Ltd; runners- 
up, North Thames Gas Board, 
and N.A.A_F.L. (Claygate) 

The awards were announced 
and commented upon by the 
three judges Major ¢ 
Wattenbach (sales director, 
Dictagraph Telephones), Gilbert 
MacAllister (public relations 
consultant), and C. N. lan Harris 
(publicity consultant). 

They were presented to the 
winners by the president of the 
Association, Sir Frederick Row- 
land 
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Ad. director chosen for 
Mirror-Pictorial sroup 


Cecil H. King, chairman and 
managing director of the “Daily 
Mirror” and “Sunday Pictorial” 
companies, announces the ap- 
pointment of Alister Morison as 
advertisement director of the 
“Daily Mirror,” “Sunday Pic- 
torial,” and “Reveille.” 

Mr. Morison, who joins the 
Mirror-Pictorial group on Mon 
day, was with the Lever organis 
ation from 1922 until last 
November when he resigned 
After working for that organisa 
tion in Liverpool, Paris, Leeds, 
and London, he was appointed in 
1925 to the newly-acquired Icilma 
subsidiary. 

Subsequently he was with the 
Price’s Soap company, and in 
1927 became 
idvertising 
manager for 
Icilma, in 
which ap- 
pointment 
he succeeded 
H. L. Clark- 
son who is 
now a direc- 
tor of S.H 
Benson Ltd 

Later he 
spent two 
years at Lin 
tas Ltd. and 
in 1934 be Alister Morison 
came adver- 
tising manager of Lever Brothers 
Ltd., one of the marketing com- 

anies of Unilever Ltd., where 
Re helped to launch Lifebuoy 
Toilet Soap and Sunlight Flakes 

In 1938 Mr. Morison became 
managing director of the Erasmic 
company, relinquishing this ap 
pointment for war service in the 
army overseas. After the war he 
became sales director of J. & E. 
Atkinsons of Old Bond Street, 
subsequently returning to Lever 
Brothers Ltd. as marketing direc- 
tor and then managing director 

John Clarke, advertisement 
manager of the Sunday Pictorial, 
has tendered his resignation to 
the board of that newspaper 
owing to continued ill-health 
The board has accepted Mr 
Clarke’s resignation with the 
greatest regret 

* a * 

L. B. Cort has been elected to the 
board of directors of Colman, 
Prentis & Varley Lid. Mr, Cort, who 
is 49, resigned from Reckitt & Col 
man (Overseas) Ltd. in September 
1951 to become managing director 
of Colman, Prentis & Varley Export 
Ltd. in charge of C.P.V.'s entire 
foreign operations With Reckitt 
& Colman he was the director re 
sponsible for overseas advertising 
and market research. Since «he war, 
Colman, Prentis & Varley claim to 
have built the biggest export adver- 


lising Organisation in Britain, with 
its own offices in New York, 
Caracas, Milan and Paris, and as 
sociated agents or representatives 
throughout the world. Currently 
they have 158 campaigns running in 
54 territories. 
* * * 

At a meeting of the Council of 
the London Master Printers Asso 
ciation Lt.-Col. Sir W. James Water- 
low (Amalgamated Press Ltd.) was 
elected president of the Association 
for the ensuing year; Alan W. 
Russell (F. W. White & Co.) and 
H. Koill Jones (Howard, Jones, 
Roberts & Leete Ltd.) were elected 
vice-presidents and G. Leopold 
Reveirs (George Reveirs Lid.) was 
re-elected hon, treasurer. 


Roger Pryer joins 
Pictorial Publicity 


Roger Pryer, publicity controlle: 
of Bentalls, the well-known King- 
ston store with branches at Worth 
ing and Ealing, has resigned to join 
the board of Pictorial Publicity Co., 
Ltd., and will be directing policy in 
merchandise and marketing promo 
tions. During his seven years’ asso 
ciation with Bentalls, Mr. Pryer has 
been responsible for outstanding 
promotional work including the 
traditional Christmas Parade, and 
the toy attractions which have been 
televised annually. The whole of 
his career has been spent in the 
advertising and display professions, 
commencing with W. S. Crawford 
Ltd. He was associated with the 
British Gas Association on the pub 
licity campaigns which marked the 
advent of Mr. Vherm and has also 
had point of sale experience with 
Galeries Lafayette. He is past chair 
man of the British Display Associa 
tion. . 

* * * 

J. Nott, vice-chairman and assis- 
tant managing director of the 
Western Morning News Co., Litd., 
and his wife, attended the Royal 
garden party at Buckingham Palace 
last week. 

* * * 

J. Barclay-Barr has joined the staff 
of F. J. Lyons Ltd., the public 
relations firm. 


E. H. Hull was entertained to luncheon at the Connaught Rooms on Monday by the advertisement staffs of the 
“Sportine Life’ to mark his appointment as a member of the board of 
lirectors of the “Daily Herald.” On behalf of the staff John Rosswick presented him with a silver cigarette box 


“Daily Herald,” “The People’ and 


John Clarke 


Geoftrey G. Young, publicity 
manager of Selfridges Ltd., recorded 
a commentary on the Coronation 
procession from the roof of the 
Oxford Street store, It will be used 
on a souvenir gramophone record 
which Selfridges are issuing. On the 
reverse side purchasers will be able 
to record their own personal com- 
ments of the day 


* * * 


Ihe Co-operative Union publicity 
award for 1953 was presented to 
G. E. Page, publicity manager of 
the Royal Arsenal Co-operative 
Society, at a Central Executive lunch 
held during the Co-operative Con 
vress at Llandudno last week 

* * * 

Derek Hoddinott, who recently re- 
signed as London representative of 
the Lincolnshire Echo (Northcliffe 
Newspapers Group), has been ap- 
pointed assistant press and publicity 
officer of the British Hotels and 
Restaurants Association 


Home from Tulsa 


Managing director of the Petro 
leum Times Ltd., Mrs. FE. J. Dichter, 
returned from the United States in 
the Queen Mary on Monday, hav- 
ing visited the International Petro- 
leum Exposition at Tulsa, Okla- 
homa, where Petroleum Times was 
the only British firm to take a 
stand. Mrs. Dichter, who is one of 
the few women to hold a mana- 
gerial position in British technical 
journalism, made this trip in order 
to publicise the efforts British manu- 
facturers are making to supply the 
international petroleum = industry. 
She broadcast several times on local 
and national networks, and spoke 
at a luncheon given in honour of 
foreign guests at the oil show, 
Finally she was presented by the 
Mayor with a golden key to the 
City of Tulsa 


* * i 


Michael Htaliaander, studio man 
ager of Auger & Turner Ltd., has 
been presented by his wife with a 
son (Gary). 


he: 


Noel Godber 


A former managing director of 
McCann-Erickson Advertising Ltd., 
Noel Godber died on Friday. He 
was 72. 

During his career he achieved a 
high reputation as a copywriter and 
in his spare time wrote novels, the 
aggregate sales of which reached the 
$00,000 mark. 

He entered advertising in 1901 as 
assistant publicity manager of the 
British Thomson-Houston Company. 
Later he held the posts of assistant 
advertising manager of Lemco and 
Oxo, advertising manager of Alfred 
Dunhill Ltd., advertising manager 
of St. Ivel Ltd., and advertising man- 
ager of Boots the Chemists. 

In 1910 Noel Godber and four 
other young advertising managers, 
Ronald Gaze of Harrods, iH 
Hartland-Swann of Icilma, Cecil 
Maryon of Edison’ Photograph 
Company, and Frederick Le Queux 
of Whiteley’s formed the first Ad- 
vertising Managers’ Club. 


It was after the first world war 
that he became interested in the 
agency side of advertising and 
played an important part in the for- 
mation of the St. James’s Advertis- 
ing and Publishing Co. which later 
merged with the London Press 
xchange. 

In 1921 he joined the David Allen 
& Sons organisation and was subse- 
quently clected to the board of one 
of their companies. He resigned 
seven and a half years later, and 
joined McCann's on the formation 
of the British company in 1928, 
becoming account executive, direc- 
tor, and finally managing director. 

He retired in 1949, But he 
returned to advertising in 1951 when 
he joined C. J. Lytle (Advertising) 


Ltd. in an exccutive advisory capa- 
city. 

His hobby was writing and he was 
the author of six successful novels, 
most of which had an advertising 


twist. 
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If you have goods to sell, tell Britain’s housewives. 
They spend more than 90°, of the nation’s wage 
packet. Tell over 900,000 of them every month 
through WOMAN ano HOME. With its magnificent 
selling record and its remarkably low page rate 
WOMAN ano HOME is indispensable to any 
advertiser with goods to sell to women. 


f\ fp) 
ONE OF THE A*P GROUP OF F WOMEN’ S MONTHLY MAGAZINES 


1. MONTHLY \fAsE RATE £540 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., FARRINGDON ST., LONDON, E.C.4 + CENTRAL 8060 
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ADVERTISER'S WEEKLY 


International ad. code revision 


Electric salute 


“Courtesy Man,” a robot in 
Esso uniform, who automatically 
salutes passing cars, has made 
his appearance in Glasgow 

He is not quite the first of his 


kind His prototype was in 
vented and made by an Esso 
dealer, | Mares, ua Czech ex 
fighter pilot. tt has been 


working very successfully at his 
garage, Aller Vale Filling Station, 
near Newton Abbot, for about 
two years. Exclusive rights were 
acquired by Esso Petroleum Co., 
Lid.. and the new robot is being 
lent to dealers during Courtesy 
Weeks A few more may be 
made 

The robot is activated by vibra- 
tions from passing cars An 
electric mechanism brings into 
use a compressed air system to 
lift the Courtesy Man's hand in 
salute 


Talks on B.LEs 


future 


The President of the Board of 
‘Trade has set up a committee to 
consider the future of the British 
Industries: Fair The date of 


next year’s BLE. has been fixed 
for May 3 to 14 
Attendance figures) for this 


year’s Fair show that nearly 30 
per cent more people came to the 
London sections, at Earls Court 
and Olympia, than in 1952 
There was an increase of 95 per 
cent in public attendance (20,247 
to 39,001) and of 3 per cent in 
trade buyers (56,066 to 58,919) 
Home buyers were responsible 
for this increase, since the num 
ber of overseas buyers was 
slightly fewer (11,593 to 11,045) 
The overseas buyer travelled an 


456 


| at Vienna Congress 


ROGRESS towards a common standard of advertising 
practice and ethics was reviewed by Ivor Cooper, marketing 
advisory division, Unilever, in his capacity as chairman at a 
meeting during the Vienna Congress of the International 


Chamber of Commerce. 


The work of the advertising 
commission of the ICC over the 
past six or seven years had been 
very much in line with the 
“political-cum-economic” — trend 
towards European Federation, he 
said, 

Mr. Cooper reviewed the early 
stages of the ICC's work in the 
field of advertising and market 
ing: furthering the adoption of 
the ICC's Code of Standards of 
advertising practice, promotion 
of media research and readership 
surveys, study of advertising con 
ditions and regulations in various 
countries, publication of an Inter- 
national Dictionary “all of 
which,” he added, “have as their 
long-term) objective in) member 
countries a common standard of 
advertising practices and ethics.” 


Distinct progress towards these 
objectives had been made 
The programme for the com 


ing two years included the revi- 
sion of the Code so as to keep 
it abreast of changing conditions, 
the promotion” of the most 
eflective methods of operation, 
the development of education 
and training for advertising and 
the encouraging of exchange of 
advertising personnel 


Task of good advertising 


“From time to time,” Mr 
Cooper concluded, “setbacks are 
met with, which is only watural, 
since our work may occasionally 
conflict with long established 
trade practices. Particularly is 
this so in the field of media re- 
search and readership surveys 
When it is realised, as it has 
been in many other countries, 
that the greater the use made of 
research, the greater the benefits 
to everyone concerned then 
1 do not doubt that the setbacks 
will prove to be but temporary 
reactionary moves in the ebb and 
flow of progress.” 
“The task of good advertising 
is to. disseminate information 
about goods; it follows that there 


average of 6,000 miles to the Fair should) be a just and honest 
and back to his home. The — relationship between producer, 
largest) contingent, 1,136, came medium, agent and—above all 
from Australia, followed by 996 — consumer,” declared Roger Falk 
from the United States, 675 from (United Kingdom) The British 
the Netherlands, 667 from the had drafted a widely accepted 
Irish Republic, and 610 from code in the field of pharma- 
South Africa ceutical advertising which was 

STANDS FIRST 

AND FOREMOST IN TOWN 
AND COUNTRY 
TEMPLE BAR 2468 [heh hen i Renm: ol a.m 
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prepared by interests representing 
80 per cent of the medical adver- 
tising field. Internationally, how- 
ever, there could be no hard and 
fast rules for each country had 
its own problems and limitations. 

Nevertheless the ICC's Code of 
Standards of Advertising Prac- 
tice, which was adopted by 13 
countries and 67 associations, 
formed an invaluable yardstick 
by which individual countries 
could measure the degree of 
ethical standards they felt they 
could impose. Mr. Falk then out- 
lined the need for revising the 
ICC’s Code and the procedure 
which would be adopted tn this 
connection 

Dr. Karl Skowronnek (Austria) 
and M. Andre Bertrand (France) 
supported the ICC's Code. 


‘Cartel’ fear 


(Sweden) then 
amendment to the 
ICC’s Code of Standards provid- 
ing that whereas the accepted 
regulations governing the agency 
business should be strictly ob- 
served by every agent doing busi- 
ness in that particular country. 
this would not necessarily pre- 
clude an agency from advocating 
changes which in its belief would 
be in the best interests of adver- 
tising This amendment was 
sought by the American members 
of the ICC who feared that the 
present text was likely to favour 
some measure of “cartellisation™ 
in the field of advertising. Sigurd 
S. Larmon (U.S.A.) added that if 
the amendment were carried the 
ICC’s Code would be adopted by 
the Association of American Ad 
vertising Agencies 

The amendment as submitted 
was carried unanimously 

James Brade (Sweden) dealt 
with the development of quanti- 
tative and qualitative research on 
press media in Sweden. The so- 
called “TS-books,” published by 
the Swedish Audit Bureau of Cir- 
culations grouping representatives 
of media, agencies and adver- 
tisers, contained the following 
facts for each newspaper: popula- 
tion, number of households, total 
net income, estimated average in- 
come per household, circulation 


Sten Horwitz 
submitted an 


of local newspapers within. the 
area, ete He explained at 
length how the various figures 


were audited and tested 


a 


JuNe 4, 


discussed 


1953 


This is one of the special display 
cards being used by George Dobie 
& Son Lid., for their Four Square 


tobacco and cigarettes, for 
Day 


Father's 
which takes place on Saturday, 
June 20, 


Press changes 


in Kgypt 


George Young. managing 
director of Overseas Publicity & 
Service Agency Ltd.. who has 
just returned from a further six 
weeks’ visit to Egypt, states that 
the servicing office of the com- 
pany in Egypt has been trans- 
ferred to the offices of J. Harold 
Lund. John O. Roe has joined 
the J. Harold Lund organisation 
where he will continue to give his 
attention to servicing the work 
handled by O.P.S.A. Ltd. for 
British, American and Continental 
advertising agents and chents 

In the press field, said Mr 
Young, the only striking develop- 
ments followed the “Liberation 
Movement” had been the rise of 
the new Liberation weekly A/ 
Tahrir, and the sale of the 
Societé Orientale de Publicité 
Press to Mahmoud Abul Fath. 
owner of Al Misri. Under its 
new Egyptian ownership — the 
policy of the European language 
newspapers of the $.O.P. remains 
‘Pro-Eayptian but not anti 
foreign.” 

Sale of $.O.P, meant not only 
the transfer of ownership of the 
press of the company, but also of 
such ancillary interests as poster 
sites and concessions over all 
Egypt, neon advertising work- 
shops and installations in Cairo 
and Alexandria and the largest 
commercial printing plant in the 
country The representation of 
all the media of S.O.P. remains 
in the hands of Overseas Publi- 
city & Service Agency Ltd 


Red rose 
A red rose from Lancashire is 
being sent to clients and friends 


as a goodwill token in this 
“Royal Year of 1953” from the 
directors and staff of Walker 


(Showeards) Ltd. 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


wc. 


General Manager: G. L. McLELLAN 
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ADVERTISER'S WEEKLY 


COMMEN 


GREAT IDEA 


For many months past, and in 
many ways, the people of 
Britain have demonstrated 
their loyalty to the Crown, 
their devotion to all it signifies, 
and their affection for their 
Queen, In this memorable week 
of pageantry and rejoicing has 
come the glorious climax of a 
swelling tide. 

We in advertising may justly take 
pride in the fact that all the 
arts of publicity, normally 
devoted to commercial ends, 
have been so lavishly used to 
express in graceful prose and 
in the language of colour and 
design the warmth of emotion 
the Coronation has evoked, 


soverrsnc ona T'radition beats the Fa 


‘long-haired boys’ @@fd 


Dignity and good taste 


We can be proud, too, of the way 
our designers, our artists, our 
writers and those who employ 
them have risen to a great 
advertising and display, single 
decorations, the advertisements, 
posters and printed publicity 
with a Coronation theme have 
achieved a standard of dignity 
and good taste worthy of the 
sentiments that inspired them. 

Our contributors who, in this 
issue, comment on Coronation 
advertising and display, single 
out for praise some superb 
press advertisements and pos- 

ters that deserve to be trea- 
vured by posterity as examples 
“fitness for purpose.” 


os a a oa a 


highest praise cf all 


But the highest commendation of 
all should go to the display 
producers, Theirs has been the 
opportunity of a lifetime, and 
grandly indeed have they res- 

led to its challenge. They 

ve made the streets 

London and of other great 
cities a riot of gorgeous colour, 
delighting the eyes of millions. 
In the decor of shop windows, 
on the bedecked frontages of 
offices and public buildings, 
their work adds to the gaiety of 
the Coronation scene. 

And—let the public and the 
critics take note—this is all 
advertising! 

Not, except incidentally, adver- 
tising of goods and services, but 
advertising for a great idea. 


458 
GUEST COLUMNIST LEON GOODMAN looks at 


Coronation displays and decorations, and says— 


N the midst of our national 

festivities, I find it mentally 
stimulating to ask myself— 
who merits the biggest bouquet 
in the mammoth job of putting 
London into fancy dress? 

The answer, surely, is David 
Eccles. Here, if ever I saw one, 
is the right man in the right job. 
A refreshing thought, because it 
is a national pastime to disparage 
almost anything undertaken by a 
Minister or his Ministry. 

Let us admit that Eccles has 
done a wonderful] job. And he 
has done it more or less alone. 
Many in his place would have 
summoned an army of architects 
and designers, and they would 
have attracted a positive infesta- 
tion of those long-haired eccen- 
trics who are eternally hovering 
on the fringe of our world of 
design. 

But Eccles and his lieutenants 
asked for very little help from 
outside, and they have achieved 
first-class results in general design 
and presentation. It is obvious 
that in the Minister of Works we 
have a man who possesses not 
only energy but good taste, and 
would extend to him an open in- 
vitation to join Leon Goodman 
Displays whenever he tires of 
being a member of the Govern- 
ment! 

Another fact emerges when you 
come to do a little stocktaking 
on the Coronation decorations. 
The most effective schemes are 
still achieved with traditional 
designs. We can tell ourselves 
that the spirit of this occasion just 
had to be expressed traditionally, 
but we also know in our hearts— 
for we have seen it demonstrated 
often enough in sales campaigns 

-that traditional simplicity 
nearly always beats contemporary 
complexity when it comes to 

“putting the story over.” Of 
course, we must go on breaking 
fresh ground, but only when there 
is a real reason for it. 

It is interesting to see how self- 
conscious and awkward are those 
decorative schemes which have 
gone too “contemporary” in their 
conception. There are several 
excellent examples of where enter- 
prising modernity has achieved 
an alliance with traditional 


heraldry and the spirit of ancient 
pageantry: but in these, it is the 
two latter which have helped out 
the former. 

Some designs, alas, have lost 
their simplicity even when they 
are traditional. 1 cannot help 
feeling that a lot of people have 
spent a lot of money unneces- 
sarily. Certainly small individual 
units of design have been 
smothered with fastidious detail, 
overwhelmed with minute subtle- 
ties—-all of which were lost to 
the onlooker gazing up from 
many storeys below. These fussy 
three-dimensional details were 
needlessly costly, and precisely 
the same effect could have been 
achieved with the expenditure of 
less time and money. 

It seems to have been a frac- 
tion over-ambitious in some cases 
to employ expensive units which 
rely for their maximum effective- 
ness On illumination and, thereby, 
have to economise on the rest of 
the decor. It’s a factor to be con- 
sidered in the long days of June. 


Flood-lighting still seems to be 
the most direct and economical 
approach. 

It has been said that there are 
few outstanding schemes but this 
is not really a matter for serious 
criticism. Most people have prob- 
ably spent what they can afford 
and it is not so much the effective- 
ness of the individual building 
that matters as the cumulative 
total of all the component parts 
of the ensemble that has put the 
country into fancy dress. The 
total effect in its gaiety and 
sparkle and its bits of honest-to- 
goodness vulgarity rubbing 
shoulders with impeccable sophis- 
tication all adds up to something 
pretty wonderful. 

Through the 15,000 or so 
schemes which we _ ourselves 
undertook, we set out to achieve 
the utmost effect with the utmost 
economy, largely by the planned 
standardisation of our various 
design units. It made it possible 
to deal with very large schemes 
but also to cater all the way down 
the scale for a mass market. 


Tomorrows TOP 


@ With few newspapers taking 
their full quota, the early 
de-rationing of newsprint is 
a virtual certainty. 

@ Plans are now being made 
for an all-out battle for cir- 
culations this autumn be- 
tween the popular national 
newspapers. Every permis- 
sible pre-war device will be 
used ‘to boost sales. 

®@ Cosmetics manufacturers 
are preparing wide ranges of 
new products for introduc- 
tion after the Coronation. 
Big campaigns will break in 
September. 

@ Two new magazines are 
reported on the stocks, both 
dealing with home decorat- 
ing with the “do it yourself” 
theme. 

@ Next development in the 
petrol “war” will be the 
announcement | of a special 


new ingredient by one of 
the leading companies. Al- 
ready tested in aircraft fuel, 
it is claimed to give 15 per 
cent more power. 

© The provincial press will 
benefit as soon as sugar 
comes off the ration. Big 
schemes for nation-wide 
campaigns for soft drinks 
are being prepared—especi- 
ally for recently launched 
and —_just-about-to-be-mar- 
keted new lines at present 
restricted in distribution 
area Owing to sugar short- 
age. 

®@ Pleased with the appearance 
and pulling power of Coro-- 
nation special issues, some 
advertisers are asking local 
weekly newspapers to use 
colour regularly. 


ROUND TABLE 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP "7 °fice: TIMES Botton ae 
A.B.C. F 
July to Den. 1952 64,246 


London Representative : W.H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester4 Tel. Blackfriars 6987 


Tel. Central 9353 
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HERE BEGINS a new advertising exercise in print, in five articles. Its subject is a hypothetical product 
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for which a launching campaign is being planned. A brief has been written to enable the creative depart- 
ment of an agency to write copy and prepare a rough visual for one key press advertisement. Three 
agencies will then, working independently, write the copy, draw the visual and explain their “reasons 


why.” In a final article, Copytaster will sum up. 


aptly entitled— 


Three agencies in search of an ad. 


This will be an internal agency exercise, and can be 


Below is the “brief to the agency creative department. Written by COLIN McIVER, director of marketing and 


research, Young & Rubicam Ltd., it contains the kind of information a copywriter and visualiser would need to 


| IFFERENT agencies have 

different methods of briet- 
ing their creative people before 
a new campaign. In ours the 
first step would be a memo- 
randum, written by the account 
executive or the marketing man 
on the account and directed to 
all members of the product 
group the group of represen- 
tatives from each department 
of the agency assigned to work 
on the particular product. 

In the case of our hypothetical 
clothes dryer, the memorandum 
might run as follows 


The Product 


On 

Our client has developed a 
British version of an electrically 
driven, gas-heated clothes dryer 
which already enjoys consider 
able sales in’ the US. The 
essential works consist of a per 
forated cylinder, rotated by elec 
tricity, through which a current 
of hot air, gas heated. is driven 
by an electric fan. The cylinder 
is designed to take the normal 
load of a domestie washing 
machine, and dry it in 20e4§ 
minutes 

The whole unit is enclosed in 
an attractive white enamelled 
steel cabinet. Safety controls are 
fitted for both the gas and the 
electric current 


1 shall be making arrange 
ments within the next few days 
for members of the product 
group to see a demonstration of 
the clothes dryer in action 


Brand Name 


The product will be marketed 
under the same brand name, 
Raymit, as the washing machine 
manufactured by our client. It 
will be known as the Raymit 
Clothes Dryer 


Price 
-_-__—_~ 


The clothes dryer will sell for 
£63, including purchase tax: in 
stallation costs will be extra. Hire 
purchase terms will be available 
ir all outlets 


Market Potential 


This is a subject on which we 
know less than we should like 
to: and for that reason we are 


prepare the key advertisement in the scheme 


putting the product jnto- test 
markets, before deciding whether 
to sell it nationally. But we can 
at least talk in terms of probabi 
lities 

Probably the main source of 
demand for a clothes dryer will 
be from the 10 per cent of house- 
wives who already possess a 
washing machine (of a type that 
does not dry as well as washing) 
plus the additional 3-4 per cent 
who can be expected to buy one 
this year; there is no real reason 
why a housewife should not buy 
a clothes dryer ahead of a wash- 
ing machine, but it is a fair guess 
that most housewives who can 
afford a labour-saving device of 
this type would consider the 
latter a more essential equipment. 
(Those who possess a Raymit 
Washing Machine, of which 
100,000 have been sold over the 
last three years, should be parti 
cularly good prospects.) Pro 
bably, also, people who live in 
cities, particularly flat) dwellers, 
will be more likely to buy than 
those with gardens to hang, their 
wash in. Certainly only those 
with both gas and electricity laid 
on are potential buyers which 
points again to city families 

All in all, with a fairly high 
purchase price to consider, the 
client can probably be well satis 
fied if his eventual rate of sale 
comes close to his factory poten 
tial of 50,000 units annually 


The people we 
seek to influence 


With our test market experi 
ence behind us, we shall know 
more about the direction in which 
to focus our appeal. For the 
moment we can only say on 
judgment that the primary appeal! 
should be to housewives who do 
their own laundry at home, parti 
cularly those who already own a 
washing machine and are 
cramped for space, they should 
be prosperous enough to contem- 
plate an expenditure of £63 for 
a labour-saving device (with the 
availability of hire purchase, this 
does not mean going very far up 
the social scale) and young 
enough to change their habits. A 
secondary appeal should be made, 
it possible, to their husbands 
whose concurrence is likely to be 


a half page for provincial evenings in test areas. 


This exercise was inspired by a paragraph in the recently 
published report of the Gas Industry Productivity Team. The 
paragraph described—with the inference that a_ similar 
appliance might be developed in this country—a clothes dryer 
for the home, operated by gas and electricity. 


It is assumed in this article that such a dryer is in fact to 
be marketed, and that it has been named the Raymit Clothes 
Dryer. The specifications are those briefly given in the 
Productivity Team Report. 


First of the three agencies to present its copy and layout, 
working from Mr. Melver’s brief, will be THE ROBERT 
FREEMAN CO. This article will appear next week, and 
will be followed by articles from the two other agencies on 
June 18 and 25. 


needed for a purchase of this Outlets 


unportance If and when the Clothes Dryer 


is Marketed nationally, it will be 
distributed through the stockists 
Because of the installation mow carrying the Raymit Wash- 


Consumer attitudes 


problem, we have been unable to 'ng Machine. These consist of 
carry out the home usage tests, all gas and electricity show- 
which would normally precede rooms, most department Stores, 
the irtroduction of a new house- 4nd a number of specialists in 


hold product. An attempt has domestic equipment. There will 
been made, however, to get some be at least two stockists in every 


indication of consumer reaction, town over about 50,000 popula- 
in the course of a week's demon tion ’ 
stration at a denmartment store During the first month after 


near the client's factory: a market the Dryer goes on the market 
research investigator attended the — ¢very stockist who has the neces- 
demonstrations and interviewed s#ry facilities will be required to 
70) of «the women watching have a model Dryer connected 
them up for demonstration purposes: 
and to have a salesman trained 


A detailed report of her find 
to give the demonstrations. 


ings is now with the Copy De 
partment. As we would expect ne Tese Market 
in a survey of this nature, 

people’s comments were — pre Because washing habits and 
dominantly favourable With methods vary greatly between the 
very few exceptions, they all north and the south, we have 
liked the appearance of the decided to use two widely separ- 
Dryer They were impressed, ated test markets. In the north 
particularly those of them with we have chosen the textile city 
young children, by the safety of Bradford, with its population 
devices; and the great majority of 292,394; in the south, the port 
thought it would save them time of Bristol, with its engineering 
on washing day Among the works and light industry, and a 
very small number of negative population of 442,281 
respondents were three women The Clothes Dryer will be dis- 
who found the machine too com tributed to dealers in these two 
plicated, two who would not cities by the end of September 
have room for it in their homes, Consumer advertising will begin 
and five who thought it might be — in October and will continue for 
bad for their clothes. For what 9 six months at a rate calculated 
it is worth 25 per cent of those to be the equivalent of an afford- 
interviewed said they might be able national campaign. On the 
interested in buying one. (In basis of sales during the six 
point of fact, 630 people attended months and of dealer reports, the 
the demonstrations during the decision will be made whether or 
week, and 12. orders were not to expand distribution § to 
booked.) other parts of the country. There 
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Readers who read... 


People who th 


over 3,000,000 of them 
are worth getting 


on your 


NEWS CHRONICLE readers are perhaps unusual —for a 
mass circulation — in being able to read more than head- 
lines, and think of more than one side of a question. 

They don’t merely flip through the paper to look at 
the pictures and savour the sensations. 


These are men and women who appreciate (many of 


them with a devotion that should warm an advertiser's 
heart) the compliment we pay them in treating them 
as adults. 

In short, we believe our readers represent a unique 
and very important segment of the market, largely cut- 
ting across the usual lines of class and income. 

They are important because there are over 3,000,000 
of them; more important still because of the influence 
they unconsciously exert on those in touch with them. 
Their choice of the News Chronicle shows them to be 
open-minded, receptive, able to see the point of an 
argument — or an advertisement. 

For anyone with goods, or a service, or an idea to 
sell... such an audience is well worth winning. 
te From the Hulton Readers ree 


You get readers who like 


to get things straight 


te 


mow 


side 


“Selling shoe polish 
is my 
business ” 


says 


Mr. Arthur M. Mason, , 


Sales and Publicity 
Director of Chiswick 
Products Ltd. 


@@ THE FACT that ‘Cherry Blossom’ Boot Polish 
is a first-class product, retailing at an economic price, 
makes my job of planning a sales and advertising 
campaign easier. Nevertheless, great care must be 
taken to ensure that our ‘story’ reaches polish users 
of all ages, particularly the housewife. 

“The News Chronicle is included in our national 
campaign for ‘Cherry Blossom’ in order to reach 
that important section of the public which shows extra 
judgment and discrimination in shopping — and fully 
appreciates that well-cared-for shoes are the foundation 
of a smart appearance. 9 9 
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Three agencies in search of an ad.—continued 


are also plans to interview a 
number of purchasers, three 
months after they have bought a 
Dryer, to find out more about 
consumer reactions. 


Media Schedule 


We shall be using the local 
evening papers in both Bradford 
and Bristol-the Bradford Tele- 
graph and Argus, which offers a 
very complete and concentrated 
coverage of that city (85 per cent 
of its circulation of 118,409 is 
sold within five miles of the city 
centre); and the Bristol Evening 
Post and Bristol Evening World. 
The two latter publications, with 
circulations of 130,494 and 
65,000 respectively, cover a wider 
area than the Bradford paper 
which for our purpose means 
more waste circulation; but taken 
together they give equally good 
coverage of the city itself. 

The schedule, as _ presently 
planned, calls for two half-page 
insertions in each of the three 
papers during October, Smaller 
spaces (11 inches x 3 cols.) will 
be used at fortnightly intervals 
during November and December, 
and at monthly intervals in the 
first three months of 1954. 


Copy Strategy 

The Creative Department will, 
of course, have their own views, 
based on the specifications of 
the Clothes Dryer and the demon- 


mM 


my chair ancl the 


Kent 


essenger 


stration which they will be see- 
ing, of the most telling sales 
points for the product. It may 
be helpful, however, to summarise 
the general conclusions reached 
at a discussion with the client 
whose experience in selling his 
washing machine is very relevant 
to the present situation. 

The client feels, and we 
agree, that with an equipment 
of this nature, the essential 
function of the press advertise- 
ment is to bring the customer 
to the store, interested but 
probably not completely sold; 
the final decision whether or 
not to buy will take place at 
the shop, under the stimulus 
of the salesman’s explanation 
and demonstration, 

Our job, in fact, is to bring in 
the right people in the right 
frame of mind—which means 
people who need and can afford 
a Clothes Dryer, and who have 
the necessary gas and electricity 
supply in their homes, We should, 
of course, answer as many of 
their questions as possible in the 
advertisement, but there’s always 
the salesman to fall back on, if 
we don't get in every point. The 
great thing is to whet the house- 
wife’s appetite, and if possible 
her husband's, too. 

1 would like to show prelimin- 
ary half-page roughs to the 
product group on Friday of next 
week. 


- 
** 
oO 


HOW IT WAS DONE 


Double-page spread 


in double-quick time 


EHIND the’ full colour 

double-page spread in 
Drapers' Record of May 2 ad- 
vertising Bluebird “Butterflies” 
the new stockings with pastel- 
shade welts to match slips and 
panties—is a story of exception- 
ally fast work by advertising 
agents, block makers, and 
printers. 

Instructions were received from 
Bird & Yeomans Limited, makers 
of Bluebird stockings, on the 
afternoon of Thursday, March 26, 
to prepare the advertisement, the 
client supplying a rough layout. 
This involved photographing 
three models wearing the new 
stockings—and Drapers’ Record 
required the complete set of full 
colour plates by twelve days 
later, Gee Advertising Ltd., of 
Leicester, contacted Studio Five 
by telephone, and client and 
account executive travelled to 
London by the early morning 
train next day. All the required 
poses had been photographed by 
lunch time. To make absolutely 
certain of this job Kodachromes 
and black and whites were taken 
and the actual black and white 
negatives were with Gee’s photo- 
graphic studio the same evening. 
Prints were made that night and 
were hand-coloured over the 
weekend. 


Colour proofs 

on Good Friday 

On the afternoon of Tuesday, 
March 31, the entire artwork, 
with the coloured photographic 
prints mounted in position, was 
handed over to V. Siviter Smith 
& Co., Ltd., for engraving--and 
they supplied proofs in colour 
early on the morning of Good 
Friday 2$ days later! A set of 
electros for reprints had been 
moulded by Tuesday, April 7, and 
the original blocks were released 
to Drapers’ Record that day. 

This is not the whole story. 
On April 24 electros with copy 
and layout were delivered to 
Adams Bros. & Sharlow Ltd. and 
they delivered reprints of the 
Drapers’ Record spread for distri- 
bution to wholesalers—a_ four- 


colour run with an additional run 
through for type—on April 29. 

Equally fast work was put in 
on a 16 in, x 12 in. showeard in 
8 colours. The artwork left Gee 
Advertising Limited on the after- 
noon of Monday April 13 and 
S. S. Offset Ltd., Birmingham, 
submitted proofs 10 days later 
and 1,700 out of a run of 5,000 
eight-colour showcards+~—printed, 
mounted, strutted, and wrapped 
singly—-were delivered to the 
dispatch department of Gee Ad- 
vertising at 10 a.m. on Wednes- 
day, April 29. 

Agency clients are not exhorted 
to make a habit of asking for ser- 
vice as rapid as this from printers, 
blockmakers, and others, but this 
story does show what can be 
done when there is a real need for 
it. 


Kight guiding 
principles 
for testimonials 


These eight guiding principles 
for testimonial advertising, listed 
by the National Better Business 
Bureau, were quoted recently in 
Printers’ Ink, New York. 

1. A testimonial should be 
genuine. 

2. It should represent the honest 
and sincere opinion of the 
author. 

3. The author should be compe- 
tent and qualified to express 
an opinion. 

4. The testimonial should con- 
tain no misstatement of fact. 

§. It should reflect the current 
opinion of the author. 

6. Any advertised portion of a 

testimonial should fairly re- 

flect the spirit and content of 
the complete testimonial, 

Purchased testimonials should 

meet the same test of good 

faith as free-will testimonials. 

8. When photographs of pro- 
fessional models are used to 
illustrate testimonials, the 
advertisement should reveal 
the fact. 
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These people know how to enjoy 


themselves 


With the highest daily net 


Yes! | bet that party cost a fortune. They a!l club together, of course. sale in the world, the 


DAILY MIRROR offers 


And a lot of them are making very good money. Taking overtime 
. . . . 2 : ? ¥ pp j _ 
into consideration and allowing for households of two and three the most powerful mass 
wage-carners, there must be quite a few families on this estate with =| market coverage in the 
incomes many an executive would be pleased to earn. _ history of daily newspapers 
at the lowest square inch 
Yes, indeed. And they dowt have the executives’ overheads, either. 
ne. , : per thousand rate of all 
Canteen meals . . . subsidised rents . . . low fares. I's no wonder 


- , , national dailies. 
they can afford to buy luxuries. It would be interesting to know just 


AriasAMALbl als lbaadbA dt 


how many televisions there are on this estate. 


And washing machines and refrigerators. And quite a few cars 


beside. Yes, these are the people with the money to spend these = When planning 


days. your schedules you 


MUST include 


DAILY MIRROR _ © uepamy meror 
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ADVERTISER'S WEEKLY 


JuNe 4, 1953 


On this and the following pages, “Advertiser's Weekly” 
contributors discuss Coronation advertising and dis- 
play. Among those who “heave roses and brickbats’ 
(but mostly the former) COPYTASTER leads with a 


ee aa a ae 


Review of Coronation Advertising 


initia shisin Roses and a few brickbats 


Reviews of Advertising fell 
upon my shoulders [| feel no 
compulsion to temper this talk 


with any teaching, for none of selves that only a baby’s handful topical magnet to attract extra prettiness Aga’y advertisement \ 
us, we earnestly hope, will ever — 4re in really horrid taste. readers to their ordinary com from Punch was an oasis ot } 
again have occasion to write a * ¥ ’ mercial advertising for anything charm and good taste among 


( oronation advertisement THE ADVERTISEMENTS seem to from petrol to propelling pencils, some very solemn pronounce 


ji fall into three main groups just as they might use the Derby ments such as that of a maker 
I shall therefore simply show eral ele he . | | 
first comes those for advertisers OF a general election in other of “efficient solid fuel cookers 
you a selection of efforts that ‘ Whe ticall sumer watt } 
have interested m nd you whose goods are particularly years nen Practically every and heaters” in Scotland who 
s a i ; 
gochey ' r kh ; : Pres appropriate for the occasion advertisement in a thick magazine showed a trifling sketch of a 
wave ye or Wi Sar « we 
‘ nes ; othe os ; S . cm wine) =omerchants, makers of had a Coronation flavour, I coronet and some curiain fram | 
UCCore ie) ol ‘ - re | oa | 
rece ‘ a H 1 sestetsde 1 © vacuum flasks. cameras. tele doubt whether this device ing the words “We humbly re i 
10 moral an lave no les ’ : 
on eunte _ ‘ : o- tre HE ESSE Vision sets, restaurants and hotels attracted many extra readers, aflirm our loyalty to Her Most ! 
( ‘ 0 a ' “ ’ . 
! . Phe Coronation means big and the attempt to “cash in” on Gracious Majesty on this historic 
Po the copywriters and visu business for these people, and the ceremony was sometimes — occasion.” If Buckingham Palace 
alisers who have wrestled with they and their wares contribute blatant enough to repel more — has any heating or cooking prob 
the problem during the past to its success, so quite properly prospective purchasers than it lems six months from now 
months, go sympathy and sala they have been using straight won which is more likely to be 
ans It hasn't been easy work forward advertising that calls for Of course a good many remembered—the fl ppant peer 
for anyone, and if some of the — no special comment here. perhaps most of these adver esses from Aga or the Uriah 
advertisements are more than a Then come the firms that tisers did it with a light touch Heep from Scotland 
trifle dull, we can comfort our merely used the Coronation as a that turned all to favour and to 
F 


In the last group of advertisers 
en ; were all those that decided to 
contribute their space to. the 


é \e | general reyorcings and expressions 


! ‘ 
} | of goodwill, with no serious 


attempt at salesmanship. More 


eA by instinct, perhaps, than by 


we rs ; deliberate design they wanted to 
Wa . 


express in their own way the 
gratitude and greetings to the 
throne that others showed by 
putting out more flags. From a j 
purely commercial or short-term 
point of view it would be hard 
indeed to justify such advertising 
Yet if it contributes even in a 
small way to the stability of the 
const'tutional monarchy or helps, 


. “‘* 


WAT TEES 


howevel shizhtly to strengthen 
the tiles of the Commonwealth, 
who is to say that it 1s really 
wasted” 


fo THE COPYWRITER, Of Course 
such advertising presented a real 
problem, He knew or ought to 


have guessed that all the 


peNG. PONE TTEE COL EEN 


obvious themes would appear 


° again and again «a wou 
aM —_—— ‘During three reigns.” “A most 
wh / , j distinguished name in sixteen 
: + ABOL! Aga s adve ye ment in Punch” was reigns.” “Outfitters in six reigns,” 
an oasty Of charm and good taste among some We have been honoured to 
very solemn pronouncements. LEFT This : . ” 
} ; serve through cleven reigns, 
Churchman advertisement from the “eglossies , : 
“ Chemists to the Royal Family 
eae is an excellent example of restraint: without ' .« Wh 
Py stodeiness. In ten or twenty vears from now since the reign ol ns “PD . 
: »} wht reion ‘During 
. it will be as fresh and full of interest as ut lhrough eight reigns | iring 
is to-day sy rengns these are headlines 
2 
Rec « 


BATH ABBEY. ... ... allied to the West Country 


pristoL EVENING POST 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL Loadon Office: 8S FLEET STREET, F.C.4 
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See 


WANTED ; 
art director 


with ability to visualise 


to visualise a clever lay-out of his finances in which 
future security plays an important part. 
many ways in which as little as 10/- a week, regularly set 
aside, can provide the means to meet life’s urgent financial 
the Canada Life Savings Plan will: 


needs: indeed, 


“Without noticeable sacrifice 
oe 


r. —— 
Address - 


ASSURANCE COMPANY 


Est. 1847. Incorporated in Canada 
as a Limited Liability Company 


2 ST. JAMES'S SQ., LONDON, S.W.! 


*® Guarantee a Life Pension or a Lump 


Sum (or both) at age 55, 60 or 65. 


* Guarantee an income for your 


retirement age. 


in the event of your untimely 
death. 


There are so many other ways, 
too, in which ‘future security’ can 
be spelt in bold caps without 


noticeable sacrifice in the present. Worth finding out about 
isn’t it?) And so you, who are usually on the receiving 
end of a coupon, are now actually invited to send one... 
and in the words of the poet. . 


. do it to-day NOW! 


Occupation 


A.W! 
TO HELP YOU OVER THE ROUGH ROAD OF LIFE 
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For there are so 


family if you do not live to 


* Provide funds to clear a mortgage 


Majesty and convey 


skilfully 


® REVIEW OF CORONATION ADVERTISING—continued 


June 4, 1953 


from only the first twelve adver 
tising pages of one magazine! 

The wiser copywriters remem- 
bered that Coronation issues of 
newspapers and magazines are 
kept and studied long after 
ordinary issues have been used 
to light the fires. The best way 
to use the space, they decided, 
was to make it really interesting 
so that people would study and 
enjoy it for its own sake in the 
years ahead. 

This Churchman’s cigarette 
advertisement from the glossies 
with its vividly coloured pictures 
of people from the Common- 
wealth is an excellent example of 
restraint without stodginess or 
loss of interest. These Coronation 
issues will go all over the world. 
Ten or twenty years from now 
they will still be studied from 
time to time and this Church- 
man’s advertisement will be as 
fresh and full of interest as it is 
to-day. 

Huntley & Palmers’ brilliant 
coloured photograph of — the 
inside of Westminster Abbey had 
the same kind of lasting interest. 
Dunlop's fine painting of the 
floodlit Abbey was spoilt by 
some sententious prose, so flowery 
and over-mannered that it threat- 
ened to burst into bloom upon 
the page. 

Of the more commercial adver 
tisements | enjoyed Bowaters’ 
delightful line drawing by Illing 
worth of a village’s Coronation 
tea party which appeared in this 
journal a week or two ago, and 
I was fascinated by a maker of 
nylon stockings who advertised 
a special line of men’s nylons 
for peers to wear with their robes 
at the ceremony. Air France and 
the French Railways had a delight- 
ful advertisement, so charming 
to look at and skilfully written, 
that I hope space can be found 
for it here. Lockheed Brakes’ 


Air France’ and 
French Railways in 
this advertisement 
pay a_ graceful 
tribute to Her 


goody ill to all her 
subjects. “Charm 
ing to look at and 
written,” 


is Copytaster's | 
verdict. \ 


somewhat solemn and prosaic 
picture of Sir Walter Raleigh 
spreading his cloak had its 
thunder neatly stolen, in_ the 
same magazine, by a comic 
sketch in a Sharp's Toffee page 
of a small boy doing precisely 
the same thing. 

The most blatant attempt to 
borrow a touch of totally irrele- 
vant glamour from the Coro- 
nation was the headline of a flat- 
iron manufacturer. Over a per- 
fectly plain advertisement with 
two drawings of his flat-irons he 
planted the headline: “To delight 
you in Coronation Year and in 
the years to come.” 

For coyness I give the palm 
to this: 


ONE QUEEN AND 
THREE KINGS OF ENGLAND 
When Queen Victoria granted her 
Royal Warrant to the makers of a 
certain soap, that soap had been 
already famous for nearly fifty 
vears. It was a unique transparent 
pure soap originated by a man 
called Andrew Pears. In due course, 
King Edward VII granted us his 
Royal Warrant. So did = King 
George V and King George VI. 
Of that list of honour we are 

naturally very proud, 


But the highlight of advertis- 
ings Coronation effort must 
surely be the full page in colour 
of somebody's “Coronation Cor- 
sets.” | am told that they were 
red, white and blue; and on her 
head the model wore a coronet. 
The News Chronicle, which dis- 
covered this treasure, described 
it as “carrying the Coronation 
spirit a little too far.” Of course 
I agree, but | would dearly love 
to have a copy of that advertise- 
ment for my _ collection. The 
Advertising Association should 
have a special gallery in which 
to immortalise such monumental 
boners. 
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RADIO TIMES 


Coronation 


number 


net sales are over 


D.O000.000 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 
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JUNE 4, 1953 


37,203 replies-at a net cost of 1-04d 
per reply -were pulled by this ¢ page “Roselle” 
siliaiaianain advertisement in RADIO TIMES 


prepared by FREDERICK ALDRIDGE LTD 
Incorporated Practitioners in Advertising 


1, Whitefriars Street, London, b.CA 


FREE 


THICK, RICH 
DELICIOUS 


yf 15°, INCREASE IN PULLING POWER j 


In the issue of the RADIO TIMES dated 3rd April, 1953, there appeared 


an advertisement of Messrs. L. E. Pritchitt & Co. Ltd. of Uxbridge 


Road, Hateh End, Middlesex, offering the readers of our journal a 


free sample of Roselle synthetic cream powder and a recipe folder in 


END coupon today tor tree , 
J sample of amazing Roselle —the syn- 
thetic cream powder which is sweeping the 
country! Try it yourself—prove how easily, 
quickly and cheaply you can have rich, 
sweet, delicious cream for your jellies, trifles, 
pastries, ices, drinks, etc. 


WO SUGAR NEEDED EITHER! 


Simply add cold water and whip to the required 
consistency (even thick enough to be piped if 
you want it!). And remember, Roselle is a real 
food, too. Pertectly digestible, full of goodness 
and absolutely pure, Roselle is more nourishing 
than the finest ice cream. Don’t miss this special 
Radio Times offer! Fill in the coupon below and 


return for a 24d. stamp. Incidentally, Roselle powder for producing 


synthetic creams, forms according to the makers, an important part 


of the diet of thousands of patients in the largest hospitals on account 


of its nutritional value and protein content, The makers give a list of 


some 231 hospitals—a portion of the total which use their powder. 


This advertisement, designed and placed by Messrs. Frederick 


=weee POST NOW oo eee 


to L. E. Priechiee & Co. Led., Uxbridge Road, 
Hatch End, Middlesex, (enclosing 24d. 
stamp) for interesting recipe folder and r] 
free sample of 


Aldridge Ltd., was positioned as an eighth page solus on Wednesday 


(8th of April), Home Service evening programmes. 


| 
§ 
: : Although the issue of 3rd April did not reach the public till the 
‘ROSELLE: 
kK 4 t 2nd, 29 replies were received on Ist April, 237 on 2nd April and 2.100 
MAZING SYNTH | — pad 
. "aan on ! on 4th April. By the morning of the date of position, the 8th of April, 
{ 
' Neme—_____. ---- y a total of 5,979 replies were received. 
1 he : 
a t 
al 


4LL ENQUIRIES TO: HEAD OF ADVERTISEMENT DEPARTMENT, B.B.C) PUBLICATIONS, BROADCASTING HOUSE, PORTLAND PLACE, LONDON, Wi 
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\ccording to the average figures (see page 32 of the second 
edition of our Facts, Graphs and Figures booklet) this should 
have been 18.5°,, of the total. If 5,979 replies represent 18.5", of 


the total, then the total should be 32.318 replies. But by the 


30th of April the advertiser dealt with 37,203 replies, Le. 4.885 


already above the average. Since the average figures have been 


consistently beaten by a number of advertisers this year, it look= 


as if our average figures are already out of date: and that the 


pulling power of the RADIO TIMES has gone up by some 15°, since 


last year ! 


The peak figure of replies oceurred on the LOth of April (Friday) 


when 10.250 replies were received in one day! The curreney of 


the issue of the RADIO TIMES in question ceased on Saturday, the 


11th of April. On Monday. the 13th of April, 4,320 replies were 


received, followed by a further 2,520 replies on Tuesday and 


1.850 replies on W ednesday. 


The graphs show the day to day variation in the number of 


replies and the build-up of replies. The three periods, up to the 


date of writing, work out as follows : 


Ni wneR PERCENTAGE 
OF REPLIES oF Tora 
Pre-peak period 5.979 16.1 
Peak period 17.585 47.3 
Post-peak period 13.639 36.6 


37,203 


1CO0.0 


The cost of the space is £550, the cost per reply is 3.54d., less 
the 2)d. stamp. The net cost per reply is, therefore, 1.04d. Quite 


good as costs per reply go. 


[MES 


VEMBER OF THE AUDIT BUREAU OF CIRCULATIONS ” 
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STUART LEWIS casts a critical eye over some of the 
Coronation posters, and looks for— 


haeelT byaten 


NE of the surest ways of 

arousing quick interest in 
a product is to give the adver- 
tising a topical twist. The 
petrol and oil people were 
probably the first to make full 
use of this device, but nowa- 
days many experienced adver- 
tisers keep an eye on_ the 
calendar and prepare to cash in 
on coming events. 

While it was expected that a 
number of this year’s posters 
would be linked in some way 
with the Coronation, it is im 
ortant to realise the difference 
ees a “Coronation” poster 
and the general run of topical 
advertising, 

When Shell associate them 
selves with an air speed record 
or a motor race they can claim 
that their petrol played a pretty 
big part in the event. When Cow 
and Gate run” their famous 
“Royal Babies” advertisement 
you can be almost sure that a 
Royal baby is in the news. 

On the other hand, when a 
packet of cigarettes suddenly 
appears on the hoardings in a 
Coronation setting there is, in 
the strictly advertising sense, no 
justification for it. If the poster 
is well designed it serves a use- 
ful accessory to the official street 


poster romps home 
an easy winner. 
The Capstan poste: 
is good, too, In 
desien and colour 
itcatches the 
carnival spirit, 


decorations; but at its best it is 
a pleasant gesture rather than a 
piece of serious selling. 

The Capstan poster jis a very 
pleasant gesture indeed. More- 
over, by playing down the pack 
and displaying the slogan “Have 
a Capstan” very large on a 
lively, swirling scroll, the de- 
signer has even introduced a 
little mild selling into it. Yet 
the words “To celebrate a Royal 
Occasion” which appear (none 
too visibly) at the foot of the 
design do nothing to strengthen 
the poster; indeed the idea of 
smoking a cigarette to celebrate 
the Great Event strikes me as 
more than somewhat far-fetched. 
All the same this is one of the 
best of the Coronation jobs. In 
design and colour it has caught 
the carnival spirit 

* * x 


; TRUMAN trumpeter by 

Karo is as clean and taste- 
ful a piece of design as ever 
ran the gauntlet of Stephen 
Bone’s criticism. It is heraldic, 
dignified almost to the point of 
dullness, and as serious-minded 
as its slogan. “Brewers in 15 
Reigns” is a pretty impressive 
statement when one comes to 
think of it but does one come 
to think of it?) Does one work 
it out and say to oneself, “Phew! 
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A MOOD OF REVELRY 


frumans have been making beer 
since Charles the Second’s day 

they must be jolly good at 
it’? Or does one dismiss it from 
the mind as something quite un 
related to the quality of ‘Tru 
mans beer as brewed to-day? 
Frankly | do not believe that the 
‘old-established” theme cuts 
much ice in Coronation Year or 
any other year, when even ap- 
plied to a business as soused in 
tradition as brewing 

Let credit be given, however, 
where credit is due Trumans 
have at least scooped Barclays, 
who are using the slogan “Bar- 
clays Beers, The Toast in 9 
Reigns.” 

By the way it is surprising that 
neither the Brewers Society nor 
any individual brewer has run a 
campaign to promote the new 
and stronger beer now on sale 
There, surely, was an oppor- 
tunity to make the appropriate 
Coronation gesture and at the 
sume time give a much-needed 
fillip to draught beer sales. 

* ” x 


()' all the Coronation jobs I 
have seen, the new Guin 
ness poster romps home as an 
easy winner. Guinness are, of 
course, in a very fortunate posi- 
tion \ll they need to do is 
show a pop-eyed zoo keeper 


June 4, 1953 


An effective poster by Bainbridge 
for London Transport. 


with a seal (or even an ostrich 
or a toucan) and everyone fills 
in the gaps including the 
name of the product. This time 
they have shown the keeper 
holding a bench-full of the 
Guinness menagerie above the 


=a 


One of the most colourful Coronation posters is that of Moss Bros. 


In two-sheet size, 


four and six sheet sites Credit 


it has been effectively adapted to appear also on 
for the original design goes to 


R.W. McLaren, advertising manager, Moss Bros., to Andrew Johnson, 
the artist, and to T. B. Browne Ltd. 
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© Stuart Lewis on Coronation posters 


continued 


heads of a cheering crowd. The 
creatures are so obviousy en 
joying their flag-waving outing 
that their mood 15 infectious. No 
bottle, no name or slogan ap 


pears in this poster None is 
required. ‘This is Guinness at a 
glance and Guinne it it 
brightest and best 

¥ # é 


A° one would expect, London 
Iransport have issued some 
presentable posters to cover the 
Coronation period. I liked par 
ticularly the Bainbridge design 
ol a red-coated Guardsman 
against a yellow sentry box and 
a severely architectural drawing 
of Buckingham Palace in sharp 


perspective. This poster does not 


break new ground if is the 
sort of thing which Kaufler was 
doing in the thirties but it is 


none the less effective for that 
Its companion poster, headed 
“Royal London,” carries a piece 
of copy which does a difficult 
job well. Referring to Bucking 
ham Palace, it says 
“There we have lifted our 
sons and daughters to watch 
the Changing of the Guard. 
There we have exchanged erect 
ings with a Roval Family way 
ing from the balcony. There 
we have waited to honow 
visiting mmportane¢ from 
abroad and to cheer heroes of 
lesser rank but nearer fame 
from among ourselves 4 


Some of us self-consciously 


\\S 


= 


he ia 


sophisticated perhaps might 
regard this passage as a trifle 
corny. Personally I think it is 
just the stuff to stir the emo- 
tions of London's visitors this 
year, whether they hail from the 
Midlands or the Middle West. It 
skates on very thin ice but 
avoids descending to the depths 

What I looked for in Corona- 
lion posters and only found 
in Guinness and to some degree 
in Capstan was a mood of 
revelry. Maybe it is true that 
the British take their pleasures 
sadly. 


HHH 
Wun 


orn ae 
GUtES SPCTORIA 


‘ds 


Sa 


TIVERPOOR VC rORIA 


Re eee oe 


SITES | 
SERVICE , 
V7 PRESENTATION 


... in keeping with the Progressive 
Development we are showing in the 


GREATER LONDON AREA 


WALTER HILL’S Poster Advertising Company, Ltd. : 
67, 69 & 71 Southampton Row 
LONDON, W.C.| 
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Screen printed posters 


for the Coronation 
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ABOVE: Two colourful 20 in. by 30 in. Kiltie Kipper posters ordered | 

by Mather & Crowther Ltd. for Mac Fisheries. These were screen 

printed by Display Craft Ltd., who reproduced the clever dry-brush 

effect of the Hans Schleger designs by photographic stencils produced 
in their own studios. 


LEFT: A_ poster produced by Display Craft Ltd. for C. Vernon 
& Sons Ltd., on behalf of their clients, the Liverpool Victoria Friendly 
Society. Huge drawn positives were produced for the original art 


work, the job being executed by silk screen in eleven printings. 
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opportunity 


The detailed and technical analysis of the 
research summarised in the above leaflet is 
available to all Advertisers and Advertising 
Agents who are interested in Media research. 
Your copy will be sent to you free and post- 
free on application to the address below. 

In the book, Nelson and Sykes of Outdoor 
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aac? 
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Ol yDOOR ‘ 
ADVERTISING 


Publicity Ltd. describe the whole structure 
of Outdoor Advertising both from the agency 
and practical posting side. Two chapters are 
devoted to research in this country and 
America. Publishers: George 

Allen & Unwin Ltd. Price 15/- 

net. Ready early July. 


OUTDOOR PUBLICITY LIMITED 


27 OLD BURLINGTON STREET, W.!I. TELEPHONE: REGENT 4286 
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O talk about Coronation 
decor at this particular 
moment (a week before the 
great day) is to ask for trouble 
bags of it. Right now the 
battle is on. All over the 
country decorations have 
blossomed forth after much 
feverish activity, boundless 
enthusiasm, heartbreak and oh! 
what controversy. 


The decorators, the decorated, 
the press and the people, art 
critics overnight each and 
everyone of them, have estab- 
lished a burning new topic-— 
What makes a scheme fit for 
a Queen? 

Now, personally, | don't think 
it matters very much on an 
occasion like this if some of us 
have not been so successful as 
others with our Coronation 
efforts, as long as we have all 
tried to do our best. 

The brilliant schemes, the not 


One glorious riot of 
colour and pattern 


so happy ones, and the shockers 
have all combined into one 
glorious riot of colour and 
pattern, one fluttering, gilded, 
discordant, wonderfully exciting 
token of a people's love for their 
Queen. And that after all was 
the whole idea. 


Let us be — sensible To 
attempt to apply the highest of 
contemporary design standards to 
this kind of work is well nigh 
impossible. The difficulties and 
snags are too numerous, the 
budgets are frequently too 
modest (and what nonsense has 
been quoted about budgets), our 
English weather is far too un- 
kind. 

Outstanding examples of fes 
tive decor have been achieved 
with isolated freestanding fea- 
tures, triumphal arches, and the 
decoration of street furniture, as 
some of the efforts of the West- 
minster City Council have 
proved, but the treatment of a 
multitude of grey and bedraggled 
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BEVERLEY PICK, designer of the much-discussed Regent Street decorations, writes on Coronation decor. What, 


he asks, makes a scheme fit for a Queen? Now, he says, the brilliant schemes, the not so happy ones and the 
‘shockers’, have all combined into 


buildings and shopfronts, with 
nothing in common but the pave- 
ment, is quite a different story. 

Here the snags outweigh the 
possibilities, and the real pro- 
blem is not so much what to de- 
sign, but where to put it and how 
to keep it up. Coronations 
happen only once or twice in a 
lifetime and al] over the country 
people have had to relearn long 
forgotten lessons 

How to fix features to build- 
ings without plugging the walls, 
a method normally not permis- 
sible, how to prevent large areas 
of fabric and bunting from 
moving excessively or blowing 
away, how to achieve a coherent 
design and yet leave every win- 
dow in the building unobscured 
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There is still a lot to be said for 
rows Of gay and colourful 
banners as these suspended from 
giant halberds all along Coventry 
Street and Leicester Square. 


Designed by Beverley — Pick 
Associates. 


(an absolute necessity along the 
actual Coronation route), how to 
explain to irate tenants that to 
affix a scheme of decorations on 
the outside involves access 
through the inside right across 
their best Board Room carpet 
and out through their newly- 
painted window sills, in fact how 
to find a subsitute for “sky 
hooks”—these are just some of 


Continued on page 479 


No. 1. Spread the net wide 


One of the problems to be faced when advertising overseas 


is the considerable fluctuation in demand from individual 


countries. Long established markets may suddenly apply 


import restrictions, while others develop rapidly from an 


agricultural economy. 


Since the last war, these changes have been frequent, often 
unexpected and, for those manufacturers relying on advertise 


ments in local trade papers published abroad ; a double loss. 


It is bad enough that a market should disappear—even 


temporarily — after much money has been spent on advertising 


to that market alone, but it is far worse that others previously 


ignored— should prove later to be buying competitive equip 


ment, 


And yet it is impossible to place an advertisement contract 


with a local journal in every country, for the total cost would 


be enormous. Clearly, what is needed is an advertising 


medium which will support the larger industrial territories 


@ A typical case 


and, at the same time (and for no extra cost) attract new 


NIGERIA 
Electrical machinery 
(incl. telegraph equip.) 
Other machinery 
Total imports 


Imports 
lose 1951 
£52,000 £1,290,000 
£220,000 | £4,100,000 
£3,648,000 £43,467,000 


CLEAR THINKING ABOUT EXPORT ADVERTISING 


business from markets of lesser immediate interest. Much of 
the value of the international journal lics in its wide coverayc 


and it is this factor which avoids the risk of undetected 


development. 


MACHINERY LLOYD is an international journal. 


As certified by the Audit Bureau of Circulations, 12,000 
copies of each of the two editions are printed and dispatched 
every fortnight to every industrial market throughout the 
world. The method of distribution is quite unusual for a 
British technical engineering journal and it provides, through 
a system of classified rota-mailing, a total readership of over 
95,000 selected buyers outside Great Britain. 


All-round coverage on this seale is one of the reasons why 
MACHINERY LLOYD at 


the head of his export advertising schedule and then) and 


the wise manufacturer places 


only then) looks for the journal with specialised interests in 


cither trade or territory 


If you would like to know 


specimen copies of the journal. 


M/s. CHINERY 
— ~~. = 
6 Cavendish Place - London W.1 - Lan 4204 


more about MAC HINI RY 
LLOYD, write or *phonc for a free copy of our booklet and 
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“Advertsing doesn’t jerk, ut pulls. It 


ADVERTISER'S WEEKLY 


begins very gently at first, 


but the pull is steady. It is like a team of horses pulling 


a heavy load, but only half the power ts 
keep it going 


The pull of these papers, speaking in the 
language of their localities, 1s unrivalled by 
any other advertsing media. The respect 
and trust’ established over many vears 
between readers and publisher 1s of inestum- 
able value to the advertiser. His message 
is. received, therefore, with a degree of 
contidence and credence that 1s only 


obtainable in a locally published paper. 
This Group's combined sale of over 600,000 
everts a pull over almost 2000000 readers! 


required to 
that is necessary to start wt.” 


@ EVENINGS 

@ EDINBURGH EVENING NEWS 
YORKSHIRE EVENING NEWS 

© LANCASHIRE EVENING POST 

@ NORTHAMPTON CHRONICLE & ECHO 


_ 6 WEEKLIES 
BURNLEY EXPRESS & NEWS 
PRESTON GUARDIAN 
BLACKBURN TIMES 
DONCASTER GAZETTE 
NORTHAMPTON MERCURY & HERALD 
NORTHAMPTON INDEPENDENT 
NUNEATON OBSERVER SERIES 
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Paper for everyone 
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uper-calendered newsprint, the Reed milly have phived a great part 
moestublishing the biarh standards of proatine and photowraphic 


reproduction of which Britains newspapers are so pustl proud And 
“Ml 


meevers other field of its activity whether paper or packaging ‘ \ 


the Reed Paper Group, by studying and solving the particular ' ' ‘ 


WA 


Office: ros Piccadilly London W.1 


woble of its customers, n S better paper serve more people H 
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the many problems the decora- 
tors are faced with 

One or two weeks of work and 
most of us have decided that we 
would do things quite differently 
if we could start all over again 

Would we attempt swags by 
draping in the normal way, only 
to find ‘that with a little assis 
tance from the wind, swags spend 


most of the time hanging in all 
manner of shapes other than 
that intended, blowing left. blow 
ing right. blowing up over 


Here an elegant 
modern building 
front’ makes pos- 
sible a_ dignified 


Coronation scheme 


which relies on its 
simplicity for its 
main effect. De- 


signed by Beverley 
Pick {ssociates 


ledges and finally ending up as 
thin pieces of twisted string? 

Would we try to be different 
and subtle with our colour 
schemes only to discover that the 
public will settle for the colours 
traditionally associated with 
royal occasions, or that the sun 
has soon bleached them into 
oblivion? 

Now me, | haven't said a 
thing about Regent Street, but 
would we go to an awful lot of 
trouble organising every tenant in 


1BGA4 


ON CORONATION DECOR — continued vards, even if they do clash a 
bit. 4nd after all, what vreater 
fun is there than to be able to 

a long. long street into participat criticise and argue one’s way 
mg m a unified street scheme, a right across London. 

mighty achievement, only to find If there is anything else 1 

that people who come to London discovered, jt is that there is still 

from far and wide to see the a great deal to be said for rows 
decorations get a little weary of — of colourful flags and banners 
dragging their children past hanging from poles, and that 


block upon block of precisely the — pictures of the Queen had better 


same thing, whatever this may be photographs or they are not 
be likely to be pictures of the 
Just to stand listening on Queen And if only rampant 
some pavement along the — lions didn’t have to have faces! 
route these days, is to discover But here we go again. People 
that sightseers want to see in greenhouses shouldn't throw 
sights, lots of them, every few roses! 
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window The whole 


which can be either 
heen executed in eight colours 


Coronation centre piece for Mars retailers 
display is of cardboard, exce pt for the produc ty 
real packets or dummies. Ut has 


1953 


We move with the times.... 


In 1864 the foundation stone of the Victoria Embankment was laid. That year also saw the 


start of another sound structure . . . Charles Pool, began, in Bouverie Street, the Advertising 


Agency which later became George Murray (Advertising) Ltd. During six reigns, this Agency, 


built on the solid basis of Service, has steadily grown in size and reputation. We greet the new 


Elizabethan era with confidence in the future that springs from the knowledge of past achievements 


GEORGE MURRAY (ADVERTISING) LTD. 


BRETTENHAM 


ADVENERO, 


Telegrams ; 


HOUSE - 


ESTRAND, LONDON 


LANCASTER 


PLACE + STRAND + LONDON: 


Telephone 


WC? 


TEMple Bar 6684 (10 lines) 


“es oe Se Re : Sie, ee SS ee sl 
Oe seas ‘ : 
Pe = PS 
4 
, 
a 
“tte, 32 Ake 6a a 
oY eee a 
—(F -= {i le } 
as — - 
MCUU UY bee 
ae mr ‘| | : 
es Smee 
CeO HE : 
i . cf De ow a 
Gai ipo IE 
’ - Wee- ~ : 
* *. a : 
vn - i Yi a ‘ EEE 
“a - - it ~ , doth a 
“4 Rar hy ae 3 - . a 7 
Bima info sf = a # 
g =p Mars Sweet Parade . 
iB . RES i ifics mae sa ar Ye or on 
be ans a a ie 
te Ih tee ete 241 sd, Ae 
‘f aie hE Hee peer ae Bae q 
= a a . 
oh 4 - Be ~ 
a a) a " | ™ 
rg * = 
" aos f ‘ke ‘ ; ’ 
oe aon , ane , | « 
. a ae a ' 
«x . : 
? ot aaiee oom ' ‘ 
a ’ ‘ 
SC - 
ae es : 
~ pe 
\ — =m : ; a 
5 “ = = . 7 
— 4 ~ : - —— mal = a = : a? 
z = J ee - = = é " : ween a 
; “~~ llc eres it Bie: fevsses + anes a 7 
J ees $e a : —ransee Une a fe EE igang A ‘Tees 2 ae eu 
nee, “UO 2” Te ren TAPS EIT TS Ts eee RM es Re : 
ym be ales pe oom | 
« Aifhtek, FF = "Psat p Ad usages aa © OF Py re 
ME, Bok Belt Ga a ‘bdohalenciapen - SES a 
a ~ 2% . : ary) -- wi ; - 
A , ——eO . 
‘ Uta ~ mee  m —. Ye & Pe > a : : : 
Gg c “He “ai y KR ; 7S a = 7 — 
(ag f sg 3 a TA de | =— . 
59 ha See? te fe wae ee” a ere Ty = 
4h }?: * - 7 mak Z ss = x ———e SS 
Pr a en I. ~ ~ - —— _ 
= | —— ——ay —— = v 
8 (ge _ tlt RB} 1 . SS — = a = ‘ 
a i =r | — 
* ett: - 
a= 
ee : 
eee 2. 
a 
ee EE eee a 
a 
2 


ADVERTISER'S WEEKLY 


* ; 
— ry, 

4 
y he “Porn wails tn the [te 


Freeads hurt upon ter hee 


~ 


WF any saagig vows new 

Aw wang the mori wit 

w = Ceridour. wil ahi men y 

le ary & ths eo Eupabet 
2 ort ower Prva moves 
dares 1 doubt Her myght 

To lewd the way chad. ~ 


A ATAPI 


» Feom GIRUNG (10 1 a. om 


A calligraphic advertisement for Girling Ltd., 
which appeared in the special 


~ 
+ nares sumy before the megs preet home 
a8 me th My Laure oye 


Coronation 


number of the “Autocar.” 


RINTING for the Corona- 

tion has, on the whole, 
been creditable. There have 
been some rather poor jobs in 
the cheaper class, but we can 
pass over those in silence. On 
the bright side there have been 
some beautifully produced 
pieces of work which = are 
worthy of keeping. 

In this class comes the ap 
proved Souvenir Programme 
itself, printed by Odhams Press 
Over 24 million copies were 
printed, the programme con 
sisting of 40 pages on white art 
paper, with embossed vellum 
type cover in wold and four 
colours. 

The Form and Order of the 
Service of the Coronation is a 
tvpographer’s dream It was 
produced by Eyre & Spottis 
woode, the Queen’s Printers, and 
in other editions by the Univer 
sity Presses of Oxford and Cam 
bridge. Type face used was the 
famous Monotype Perpetua 
surely a fitting type for so impor- 
tant an occasion. Marginy were 
kept) wide The Rubrics and 
Response signs were printed deep 
red and the main text in’ black 
“Noiseless” paper was used so 
that there would not be undue 
rustling when the pages were 
turned in the Abbey. Special 
copies were bound for use of the 
main figures in the ceremony. It 
is expected that there will be a 
big sale of this production in the 
U.S.A. and Commonwealth 

Among official bodies pro 
ducing Coronation material 
was the often criticised Centra! 
Office of Information, On_ this 
occasion however they rose to 
impressive heights (typographic 
ally speaking, of course) A 
special souvenir folder was pro 
duced specially for distribution 


overseas, It was printed litho and 
the art work has been requested 
by at least one Commonwealth 
Government for production of its 
own — folder. Most Excellent 
Majesty a 36-page booklet, was 
also produced by the C.O.L., for 
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ha On looking through a 
selection of 

CORONATION PRINT 
our contributor 
ROGER DARCY 
notes with pleasure that 
printers, typographers and 

layout men reacted to the 
oceasion without vulgarity. 

In fact everybody came 


through 


THE FORM AND ORDER 
OF THE SERVICE THAT IS TO BE 
PERFORMED AND THE CEREMONIES 
THAT ARE TO BE OBSERVED IN THE 


CORONATION 
OF HER MAJESTY 


QUEEN ELIZABETH II 


IN THE ABBEY CHURCH 
OST PETER WESTMINSTIR 


Ivtle page of “The Form and 

Order of the Service’ for the 

Coronation, printed in London by 

the Queen's Printers, Eyre & 

Spottiswoode Ltd. at the Chiswick 
Press. 


sale in the United Kingdom 
Printed letterpress by the famous 
Curwen Press it is a popular 
illustrated) presentation of the 
monarchy in all its phases. 

Bookbinders were kept busy, 
particularly Sangorski & Sutcliffe, 
in binding special volumes, in- 
cluding Bibles. H.M.S.O. added 
to the gaiety by printing new 
postcards, including a set on the 
Crown Jewels 

Although not planned for the 


Printed litho by Fosh & Cross Ltd. and produced 
by the-C.O1. for distribution overseas, this 
little folder, when pulled out, carries illustra- 


tions of the Coronation procession, the regalia, 


Coronation a magnificent volume 
The Crown Jewels was published 
by the Dropmore Press in time 
for the occasion. The Dropmore 
Press were the organisation which 
produced earlier that other tre- 
mendous effort on the part ot 
British printing craftsmen -7he 
Royal Philatelic Collection, which 
was priced at sixty guineas a 
volume. The Crown Jewels has 
been printed by the same printer 
Cowell's of Ipswich--and the 
eight colour plates are remarkable 
pieces of work. It is claimed that 
they are the most accurate in 
colour matching ever achieved. 
There were, of course, numer- 
ous special numbers of periodicals 
and newspapers produced for the 
oceasion of the Coronation —-too 


The attractive cover 
of the hook pub- 
lished by Max 
-arrish. It was de- 
siened hy Negus 
Sharland. Note the 
use of calligraphy 
for the Queen's 
name. 


Sy Sant - > 


pictures of the Royal Family, and a space for 
the owner of the memento to fill in his name. 


With flying colours 


numerous to mention, in fact, but 
most of them were of.a high 
standard Book publishers 
flooded the shops with special 
productions—not only on the 
Queen, the Royal Family, the 
Coronation itself—but on allied 
subjects like the Royal Palaces, 
Heraldry and the like. 

One publishing house was out- 
standing—the firm of  Pitkin’s, 
which has specialised in books on 
the Royai Family. In fact, this 
firm’s book The History of the 
Coronation, by Lawrence E 
Tanner, was said to be the most 
popular Coronation book on sale 
in the United States. 

Odhams produced the Corona- 
tion Book of Elizabeth IH, which 
was set in Bembo series through- 
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SALES PROMOTION 


With the return of hard selling, Sales Promotion bridges the gap between advertising and 
sales, helping your Salesmen, Dealers and Distributors to SELL. 

Sales Promotion schemes must be planned, created and produced to co-ordinate with 
your overall selling campaign. 


The Astral Arts Group of Companies offer a complete service for the design and 
production of Creative Sales Promotion : 
THE ASTRAL ARTS GROUP LTD. Creative ideas, 
3 
* 


layouts, typography, finished artwork, by over 50 leading artists and designers. Block- 
making service. Letterpress and litho printing. Complete design and production for 
leaflets, brochures, catalogues, salemen’s guides, direct-mail leaflets, novelties, calendars, 
cut-out showcards, point-of-sale material, wall charts, posters, ete. 


MERCURY DISPLAYS LTD. WORKS: LASIWOOD STREET, STREATHAM. 
Creative designs and complete production for Exhibitions, Window displays (including 
installation, servicing, storage and renovation), Store Displays and Demonstrations, silk 
screen printing for point-of-sale, showcards and posters. Perspex sales aids. Showroom 
furniture and fitments. Complete display production for Conventions and Sales Conferences 


ATLAS PHOTOGRAPHY LTD. Photostat, copy negatives, quantity printing, 


giant enlargements, film strips, cinema slides, creative photography with mobile equipment 
and processing for monochrome and colour. 


ANVIL PRESS LTD. Design, production and editing of House Magazines, Public 


Relations material, Company Annual Reports, Centenary and Prestige publications. 
p ; ; 


ART PLASTICS STUDIOS. WORKS: LAMBS CONDUIT STREET, W.C.1. 
Creative designs, carving and quantity moulding in plastic for advertising figures, displays, 
plaques, dioramas, sales-dispensers, frames. An extensive stock of baroque frames in 
various sizes, flower vases, showroom fittings, balconies, columns, plinths, hands, quilted 
panel, mouldings, ete. 


eee eee If we can assist you, please telephone or write to Wo WARNER (GROUP DIRECTOR) 


ASTRAL ARTS GROUP LTD. 


171 NEW BOND STREET, LONDON, W.! 
GROsvenor 87/1 ('0 lines) 


MAAAAALAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAALAAALAAAAAAAE 


Cingay °° Sg | as ae ny 4 a = ie ee } Ree 
‘ eee! ee = ee os ‘a ar ie Pre) ie a a ee 4 ae : 
oy eo ee , = 
os Sy r ¥ ea .S wee - ~ 
& | | 
Sy gS OS 
a” ae ie 
: | AAL f a : | 
: 
4 . 
a 
a 
. = 
a 
B's 
a 
E 
i 
oe 
‘oa 
aan 
E 
aa 
i 
a 
‘“ 
' " 
4 
x 
a 
i 
a 
Ms 
a 
2 
7 
ts 
ic 
a 
p 
' : : 


ADVERTISER’S WEEKLY 


. 


‘gs " , j 13) ANS gh r/ 
; Cay ln qe" yp opie wed va 


HELEN JARDINE ARTISTS LTD. * 


TELIEPHONI TEM. BAR 6720 
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~-.. EQUIPMENT 


TYPE NSA AIR BRUSH TYPE ACA-I AIR 


COMPRESSING OUTFIT 


vena 

TYPE NSE AIR BRUSH | PRESSURE REGULATING* 
TANK 

It is amazing what a difference it makes to have the Air Brush at your 

elbow . . . Studios where Aerograph Air Brushes are laid on individually 

for each artist report a striking improvement in speed of work, and — 


still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost Over and over again. Write for booklet (SH), giving details 


AEROGRAPH 


AIR BRUSH ES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Telephone: Svdenham 6060 (8 lines) 
Showrooms >— London, Bristol, 


of Aerograph Air Brush and 
Air Compressing equipment. 


Birmingham, 


Glasgow, Manchester 


"Ta.d00e 
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| © CORONATION PRINT—-BY ROGER DARCY—continued 


out, and with special end papers 
by Ernest Wallcousins R.I. 
Methuen’s contributed The 
Crowning of the Sovereign, 
Monotype Imprint being the face 
used. Hodder & Stoughton pub- 
lished Elizabeth Our Queen and 
among the many books on 
heraldry was an unusual One pub- 
lished by Thomas Nelson, en- 
titled Simple Heraldry, which, 
with semi-humorous illustrations 
showed the origin of much of the 
heraldic symbols. Typeface used 
was Aldine Bembo. 

A popular cheaper book with 
an attractive cover was Her 


Majesty Queen Elizabeth I pub- 


lished by Max Parrish & Co.. 
Ltd. Typeface used was Poli- 
philus. 


Most of the typography was in 
the classic vein and a good deal 
of calligraphic work was appar- 
ent. This was to be expected. 
Printers. typographers and layout 
men reacted to the occasion with- 
out vulgarity. It was especially 
pleasing to see the lack of vul- 
garity in advertisements too. The 
trade press advertisements were 
on a particularly high level. 

In all, everybody came through 
with flying colours. 


BRIAN HILTON contributes a 


Spotlight on Coronation 
house organs 


and comments at the same time on some other items of 


Coronation print produced by commercial firms. 


Only here and 


there does he find the imaginative approach he looks for. 


Hl Opesovigaptded nsec print is a 


cross-section of public 
opinion of the monarchy. To 
the great majority the Coro- 
nation means processions and 
bunting, just as religion means 
sermons and hymns. ‘To a few 
the Coronation had a much 
deeper significance, but since the 
thoughtful are a small minority 
thoughtful print is comparatively 
rare. Most advertisers contented 
themselves with a display of red. 
white and blue, a turgid bit of 
writing, and a photograph of the 
Queen often surrounded by the 
same kind of border their great- 
grandfathers used for the Jubilee 
of the Queen's great-great-grand- 
mother. This was a reflection of 
their taste rather than of their 
loyalty 
Among the house organs, the 
more thorough jobs — include 
a Coronation issue of The Shell 
Magazine. Now | am on record 
with the opinion that the Corona- 


| tion as such is not the business 


| house 
| Coronation 


of the house 


organ 


organ, But if a 
can cover the 
as interestingly and 
intelligently as the Shell Maga- 
zine 1am prepared to modify my 
opinion, 

Here 


was not trite tribute to 


| Her Majesty, but 26 large pages 


devoted to first class articles and 
brilliant pictyres in full colour 
No other publication that I have 
seen provided such a well-judged 
and competently prepared back- 
ground to the great event. In a 
series of seven articles the carpet 
of history was unrolled, the pic- 
ture of pageantry painted. This 
magazine lifted the Coronation 
out of its trappings of bunting 
The articles covered The Ritual 
of the Coronation, Arms and the 
Herald, Preparations for the 
Coronation, the Relationship of 


The Crown and the Common- 
wealth, Coronation Music, West- 
minster Abbey and a _ pictorial 
geneological tree tracing the 
direct descent of the Queen from 
the Saxon kings. 


* * * 


ANOTHER house journal that 
tried to cover the Coronation 
and to get away from the obvious 
was The Dark Horse, Lloyds 
Bank journal. 

The editor included a number 
of articles on less obvious aspects 
of the Coronation, and intro- 
duced a note of whimsy with 
thumbnail sketches. He contrived 
to give his readers a good deal of 
not generally known information, 
but did himself less than justice 
with his presentation. Instead of 
making a Coronation section in 
his journal, he scattered his 
articles and so lost the punch of 
a “supplement” or section, which 
was a pity. Perhaps he felt that 
his material was not meaty 
enough to justify sectional] treat- 
ment, but he need not have been 
nervous of it; with confident lay- 
out and sufficient white space it 
would have looked very impres 
sive 

* * * 


ON THE OTHER hand, Team- 
work, house organ of the Nuffield 
Organisation, concentrated its 
effort into a four-page loose inset, 
printed in full colour, and thus 
squeezed out the last ounce of 
kudos. The subject of the supple- 
ment was a cavalcade of cars 
throughout six reigns, and in the 
end became more of a tribute to 
the cars made by firms now 
under the Nuffield banner than 
either to Her Majesty or to the 
Coronation. But perhaps this is 
how the Coronation becomes the 
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Wabtov Hels of Seuthamptow Kou 


... offer a Comprehensive 
Outdoor Advertising 
Service in all parts 
of the British Isles 
backed by the 
experience of 


50 Years. 


WALTER HILL & CO. LTD., 
OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, 
LONDON, W.C.1. 


Telephone; MUSeum 8701 (5 lines) 
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HELEN JARDINE ARTISTS LTD. + 


TELEPHONE 


TEM. BAR 6720 
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TYPE NSA AIR BRUSH 


TYPE ACA-I AIR 
COMPRESSING OUTFIT 


rea 


TYPE NSE AIR BRUSH | PRESSURE REGULATING® 
TANK 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 


still more —in quality. 


Aerograph Air Brush equipment, in full use, pays 


its initial cost over and over again. Write for booklet (SH), giving details 


AEROGRAPH 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


of Aerograph Air Brush and 
Air Compressing equipment. 


% For precise adjustment of air pressure 
at each studio bench. 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Telephone 


Showrooms >— London, 


Bristol, 


Sydenham 6060 (8 lines) 


Birmingham, 


Glasgow, Manchester 


"Ta.d0be 
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| © CORONATION PRINT—-BY ROGER DARCY—continued 


| more thorough jobs 


out, and with special end papers 
by Ernest Wallcousins R.I. 
Methuen’s contributed The 
Crowning of the Sovereign, 
Monotype Imprint being the face 
used. Hodder & Stoughton pub- 
lished Elizabeth Our Queen and 
among the many books on 
heraldry was an unusual One pub- 
lished by Thomas Nelson, en- 
titled Simple Heraldry, which, 
with semi-humorous illustrations 
showed the origin of much of the 
heraldic symbols. Typeface used 
was Aldine Bembo. 

A popular cheaper book with 
an attractive cover was Her 


Majesty Queen Elizabeth I pub- 
lished by Max Parrish & Co.. 
Ltd. Typeface used was Poli- 
philus, 

Most of the typography was in 
the classic vein and a good deal 
of calligraphic work was appar- 
ent. This was to be expected. 
Printers. typographers and layout 
men reacted to the occasion with- 
out vulgarity. It was especially 
pleasing to see the lack of vul- 
garity in advertisements too. The 
trade press advertisements were 
on a particularly high level. 

In all, everybody came through 
with flying colours. 


BRIAN HILTON contributes a 


Spotlight on Coronation 
house organs 


and comments at the same time on some other items of 
Coronation print produced by commercial firms. Only here and 
there does he find the imaginative approach he looks for. 


ORONATION print is a 
cross-section of public 
opinion of the monarchy. To 
the great majority the Coro- 
nation means processions and 
bunting, just as religion means 
sermons and hymns. To a few 
the Coronation had a much 
deeper significance, but since the 
thoughtful are a small minority 
thoughtful print is comparatively 
rare. Most advertisers contented 
themselves with a display of red, 
white and blue, a turgid bit of 
writing, and a photograph of the 
Queen often surrounded by the 
same kind of border their great- 
grandfathers used for the Jubilee 
of the Queen's great-great-grand- 
mother. This was a reflection of 
their taste rather than of their 
loyalty 
Among the house organs, the 
include 


| a Coronation issue of The Shell 


| with the opinion that the ¢ 


Magazine. Now | am on record 
orona- 
tion as such is not the business 
of the house organ. But if a 
house organ can cover the 
Coronation as interestingly and 
intelligently as the Shell Maga- 
zine 1am prepared to modify my 
opinion, 

Here was not trite tribute to 
Her Majesty, but 26 large pages 


| devoted to first class articles and 


brilliant pictyres in full colour 
No other publication that I have 


| seen provided such a well-judged 


and competently prepared back- 
ground to the great event. In a 
series of seven articles the carpet 
of history was unrolled, the pic- 
ture of pageantry painted. This 
magazine lifted the Coronation 
out of its trappings of bunting 
The articles covered The Ritual 
of the Coronation, Arms and the 
Herald, Preparations for the 
Coronation, the Relationship of 


The Crown and the Common- 
wealth, Coronation Music, West- 
minster Abbey and a _ pictorial 
geneological tree tracing the 
direct descent of the Queen from 
the Saxon kings. 


* * * 


ANOTHER house journal that 
tried to cover the Coronation 
and to get away from the obvious 
was The Dark Horse, Lioyds 
Bank journal. 


The editor included a number 
of articles on less obvious aspects 
of the Coronation, and intro- 
duced a note of whimsy with 
thumbnail sketches. He contrived 
to give his readers a good deal of 
not generally known information, 
but did himself less than justice 
with his presentation. Instead of 
making a Coronation section in 
his journal, he scattered his 
articles and so lost the punch of 
a “supplement” or section, which 
was a pity. Perhaps he felt that 
his material was not meaty 
enough to justify sectional treat- 
ment, but he need not have been 
nervous of it; with confident lay 
out and sufficient white space it 
would have looked very impres 
Sive. 

* * * 


ON THE OTHER hand, Team- 
work, house organ of the Nuffield 
Organisation, concentrated — its 
effort into a four-page loose inset, 
printed in full colour, and thus 
squeezed out the last ounce of 
kudos, The subject of the supple- 
ment was a cavalcade of cars 
throughout six reigns, and in the 
end became more of a tribute to 
the cars made by firms now 
under the Nuffield banner than 
either to Her Majesty or to the 
Coronation. But perhaps this is 
how the Coronation becomes the 
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Waltow Hells of Seuthampotom Kou 


... offer a Comprehensive 
Outdoor Advertising 
Service in all parts 
of the British Isles 
backed by the 
experience of 


50 Years. 


WALTER HILL & CO. LTD., 
OUTDOOK ADVERTISING AGENTS 
67-69-71 Southampton Row, 
LONDON, W.C.1. 


Telephone : MUSeum 8701 (5 lines) 
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Dan the 
3D man 


5 
634 The printing of 
PERFECT 
ROUNDNESS 
IN SPACE 

by the 


Roye-Vala 
three-dimensional 
process 


is exclusive to : 


H. CLARKE & ©O. (Loxnox,) LTD. 
36-46, NEW INN YARD, E.C.2 
Telephone: SHOreditch 6281-3 


I 
URGENTLY 
| WANTED 


Your 


= SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 


PLEASE SEND or LET US COLLECT 
BEST PRICES PAID 
a IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
ie FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mischam 223!-1861-4054 Telegrams: Destroying, Mitcham 


TISH SOVEREIGNS HAVE SEEN 
RISE OF MOTORING [HROLGH 
A CENTURY OF VAST ACHIEVEMENS 


The Nufthield Organisation, in 


“Teamwork,” 


concentrated its effort 


into a four-page loose inset, in full colour, and thus squeezed the last 
ounce of kudos out of the occasion 
evitimate business of a house in time for the Coronation and it 
organ! was necessary to explain to him 
# # * ibout the former Queens of 
TURNING FROM house organs England and how the land had 
, ‘ : n Here . their le 
and thumbing through the book prospered under their rule, You 


lets, leaflets and other items of 
Coronation print I am a little 
de pressed [here was so little 
imagination, so little real effort 


Most people seemed to think that 
with a photograph of the Queen 
and an expression of loval greet- 
ings or humble duty they had 
done a!| there was to do. It can 
he argued, of course, that unless 
the Coronation could be turned 
to business advantage a company 
was not justified in spending its 
money on lush orint, and that 
celebrations were more a matter 
for the private vurse than the 
business ledger. With this point 
of view I might agree. But then 
I turn to a small selection and find 


that loyalty, duty and business 
proht can meet on common 
ground, and that with imagina 


tion the printed product can serve 
al! three ends with grace and 
power! 

Of the book Royal London put 
out by Barclays Bank I have 
already written, and need say no 
more here than that jt is one of 
the group 

Is there any significance in the 


fact that of the others two are 
booklets produced by men’s 
tailors? One of them is Moss 
Bros and the other Hector 
Powe These names dispose of 
any attempt to argue that men 
are more interested, or their 
tailors more loyal or public 


spirited than any other group of 
people, both these firms 
have been producing magnificent 
printed advertising for many 
years. With them good print is a 
habit. and each has followed 
normal procedure 

Moss Bros. advertising booklets 
generally adopt an oblique ap 
proach, they tell a story, and then 
reveal at the end the name of the 
good fairy brothers, The Corona- 
tion book follows suit. Its title 
is Came the Fair Young Queen, 
and was written by Eric Keown 
with illustrations by Anthony 
Groves-Raines In customary 
whimsical style it relates how an 
Ambassador arrived from Mars 


sinee 


can imagine what fun Mr 
Keown has had with the London 
of Elizabeth |, with the affecta 
tions of the dandies of Anne, and 
the industrial developments of the 
reign of Victoria. Mr. Groves- 
Raines matched his spirit) with 
charming illustrations in water 
colour and line 

In the Hector Powe booklet 
the profit motive is more 
obvious, but it is none the worse 
for that. The method is to de- 
vote each double page spread to 
some detail of the Coronation 
and to match it with some aspect 
of the Hector Powe service. For 
example, a note on Coronation 
Records which go back to A.D 
785 is the peg on which to hang 
an explanation of the Hector 
Powe method of keening records 
of every customers measure- 
ments, likes and dislikes: a note 
on how the Royal Robes are 
fitted carries an explanation of 
the Hector Powe fitting device 
There are eight such spreads, and 
although once or twice the ana 
logy becomes a little strained. 
the booklet is a happy blend of 
Coronation and commerce 

* * . 

THt MONTHLY journal Tobacco 
adopted the unusual course for a 
regular publication of producing 
a special book not just a special 
edition, -It is entitled A History 
of Smoking from Elizabeth 1 to 
Elizabeth I, Vt is a thorough 
and well-illustrated record of the 
story of tobacco and its appur 
tenances which will live on many 
a bookshelf. The 104 pages in 
clude 55 pages of advertisements 


* * a 
Radia Times, booklet in 
imitation of Radio Times men- 
tioned in “Print Review” (May 


21) was, of course, produced with 
Radio Times consent, given 
because it tied up with a Radiac 
campaign in that journal. | 
understand that strong objection 
would be taken if imitations 
nroduced without 


were to be 
permission 
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Silk Screen Printing 


DISPLAY - 


SHOWCARDS 


POSTERS 


MERCURY DISPLAYS LTD 


171 NEW BOND STREET W.! 


Works 


EASTWOOD STREET, S.W.16 


Head Office 


Tele: GROSVENOR 871! 


Tele: STREATHAM 4595 


PHONE HOLBORN 62056 


COLYER & SOUTHEY LTO 
04 TOORS COURT, Cust Toa st £C« 


COLYER « SOUTHEY 


R. P. GOSSOP LTD. 


@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 


SILK SCREEN ARTS L'? 


97 SHIRLEY ROAD CROYDON 
ADOISCOMBE 3147-86 


HIGHEST GRADE SPEEDY SERVICE 


CLEAN © SHARP )\ EXPRESS / 
CRAFTSMANSHIP DELIVERY 


SSDAY-GLO”? printers 


DOASPLAN 
SUK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLENDER PLACE. CAMDEN TOWN am, 
€USronw 1416-7 


ae as 


UF GAVIELE « Co.tnd 
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WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone FRO 1018, 1019 


Photographic Illustration Ltd 
85 Cromwell Road, S.W.7 


June 4, 1953 
Commercial photography 
has enjoyed a 


Coronation boom 


writes JOHN HERON, 


who mentions several valuable lessons learned from the 


froth and excitement of Coronation 


work, and quotes 


some examples of impressive Coronation window display 


by photographic firms. 


HE Coronation brought a 

boom to photography. 
Reports gathered from photo- 
graphers and houses serving 
advertising—particularly those 
providing the “ingredients” of 
window displays—report a 
record time. 

There has probably never been 
sO great or so general a use of 
enlarged photographs of one 
individual, in all history. Enlarge 
ments for windows and shop- 
fronts ran into tens of thousands: 
sizes varied from modest panel 
portraits 20 x 15 inches to blow 
ups twelve and fifteen feet high 

and even larger ; in 
colours which were sometimes 
more exuberant than tasteful! 

From all the froth and excite 
ment of Coronation work, what 
has photography learnt? That 
there is no quicker or more effec 
tive way of producing a special 
and appropriate display for one 
window, or fifty, than a good 
coloured photographic — back- 
ground, or photo-centrepiece. It 
is also true that for attention 
value, there is no cheaper 
medium than good photography. 
But similarly there is no worse 
advertisement than had photo- 
graphy 

* ¥* ’ 

I was particularly struck with 
the effectiveness of a window in 
lottenham Court Road, London, 
designed by Leslie Collier & 
Partners, of Dover Street, for the 


Amplion (Photographic Division) 
Ltd.. who are marketing the new 
Dacora cameras in this country 
As the subject-matter was a 
camera, it was obvious that ideally 
the presentation should be photo 
graphic. With admirable simpli- 
city Leslie Collier decided to 
reduce the appeal of the window 
to essentials: a really good photo- 
graph of Her Majesty, tastefully 
and not ornately framed; a 
blown-up cut-out photograph of 
the Queen’s Coach actually, 
the model shown at the Daily 
Mail Ideal Home Exhibition 
and an enlarged cut-out of the 
Dacora camera itself. A dozen 
cameras, their main selling-points 
spotlight by “balloons” to which 
ribbons led from the blown-up 
Dacora, completed the job 

fhe window has attracted a 
vreat deal of attention yet, as 
windows go. it was by no means 
expensive. It is a good example 
of what can be achieved by in- 
telligent application of photo- 
vraphic display 

* * * 


Kopak Lip. were pleased with 
the attention that an experimen- 
tal window in their Kingsway 
headquarters caused recently. For 
the first time, they made use in a 
window display of colour trans- 
parencies, made by Studio 
Graphis for Woman. A dozen 
deeply-recessed display boxes, 
et in an ingenious frame. showed 
off the Ektachromes to full ad- 
vantage. The Kodak display de- 


An all-photographic Coronation window display for the new Dacora 
Camera in the Tottenham Court Road premises of London Provincial 


Factors Ltd. 


Leslie Collier & Partners were responsible for design 


and production. 
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You are quite right in thinking that Bensons, 


and their clients, enjoy putting their heads together 


produce memorable and selling advertising, 


$8. H. BENSON LID. © KINGSWAY HALL KINGSWAY 
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SUPREME THROUGH 
FIVE REIGNS —— 


ST. HELENS & DISTRICT 


REPORTER 


and 


PRESCOT & HUYTON 


REPORTER 
LUNG D2XyS7 2 weeny 


SELLING 


The ONLY A.B.C. Papers 
published from these towns 


73 CHURCH STREET 
ST. HELENS 
St. Helens 2285 (3 lines) 


134 FLEET STREET, E.C.4 
CENtral 7620 
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partment had some misgivings 
about the effectiveness of the 
transparencies in daylight--and 
sunlight but the deep 
hoods” which acted much in 
the same way as lens hoods on a 
camera, kept all direct light off 
the front of the pictures, which 
were lit from behind. It was in- 
structive to find how really clear 
and attention-getting the colours 
were, even by full daylight 


even 


* ¥ * 


Kopak PLANS for Coronation 
Week include a most interesting 
exhibition of colour photographs 
of the Coronation Regalia, with 
full explanatory captions, to 


A corner of the 
new George Miles 
Lid. studio at Petty 


France, Note three 
banks of floods 
8 ft. x 4 ft. and 
overhead daylight. 
Specially designed 
“dollies at each 


side avoid trailing 


leads. 


colour 
pictures of the Empire by Allen 


gether with very lovely 
Cash and ZJllustrated photo 
graphers, from May 27 at then 
Kingsway premises. These are 
dye-transfer prints from Ekta- 
chrome transparencies. A mag- 
nificent pair of  Flexichrome 
enlargements of the Queen and 
her Consort, prepared in 
Rochester, N.Y., by the Eastman 
Kodak Co. from  Ektachrome 
originals by Karsh of Ottawa will 
prove arresting centrepieces. 

By arrangement with //lustrated 
Kodak wil! show exclusive actual 
colour transparencies of — the 
Coronation in their windows as 
soon as possible after the cere- 
mony. 

* ‘ 


THese photographers in adver 
tising are nothing if not enthu 
siastic! 

At a time when many men 
would be more concerned with 
thoughts of retirement, George 
Miles, whose name was long 
associated with Vogue, and later 
with Studio Five, has realised a 
long-cherished ambition to be 
entirely independent. This week, 
1 found him in his new Petty 
France headquarters, celebrating 
the opening of his new Studio 

Hearing by chance of a once- 
bombed — single-floor — building 
tucked away behind Transport 
House, Miles at once visualised 
the transformation that could be 
brought about by adroit plumb 
ing, wiring and jmagination, 
cnormous patience, plus paint 
and Essex board. 25 years of 
advertising photography have 
taught him what really is neces- 
sary in terms of equipment and 


ayout, and though all equipment 
and fittings are new and the best 
of their kind, much of the most 
interesting and functional gear is 
Miles-designed. Only five weeks 


were taken in producing this 
most interesting studio and 
fully equipped premises, from 
scratch, 

An interesting point from 
which we can all learn-- when 


the time came for decisions on 


even essential purchases, Miles 
consulted every individual 
member of his staff. Much 


attention has been paid to ade 
quate working space and pro- 
duction speed fo achieve 


this. Miles considered each 


Suggestion and wish expressed 

by his team 

There are no 
gadgets, stunt backgrounds or 
patent devices. The main studio 
is dead white all over—floor, 
ceiling, walls. Daylight is avail- 
able overhead, with blackout 
blinds for colour work. 


chrome-plated 


* . »* 


Tuere jy still nothing as intrigu 
ing as a “real” photograph 

You know what | mean by 
real—the sort that you and | 
take on our holidays and pull 
with trembling eagerness from 
the yellow wallet the moment we 
eave the seaside chemists. Peter 
Pitt, of Southampton Road, 
London, has proved this to be 
the case, over and over again. 

fo promote his own business. 
Pitt produced large quantities of 
small prints (some only 3} in. x 
2} in.) of high quality—inexpen 
sive enough, in all conscience. 
He also produces large quantities 
of very lovely post-cards—-land- 
scapes, flower studies, what-you- 
will. These he has sent out in 
quantity. He has been inundated 
with inquiries 

The result is that he has now 
heen able to specialise in the 
production of very large num 
bers of small prints (by mechani 
cal multiprinting) each one to a 
guaranteed standard of quality 
fully equal to a hand-produced 
single print from the original 
negative. 

A new but simple trick 
which Pitt has added t his 


multiprints is paying high 
dividends—it is, the 
a short sales message in care 
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HERALD BUILDINGS 
\. y ; HARROGATE 
: YORKSHIRE 


BOLTON EVENING 
NEWS 


HAS THE CONFIDENCE OF 
NATIONAL, PROVINCIAL 
AND LOCAL ADVERTISERS 


DELIVERY TO EIGHT 
OUT OF TEN HOMES 
DAILY ENSURES 
YOUR MESSAGE 
BEING SEEN AND 


READ 
NO LANCASHIRE 
SCHEDULE IS COM- 
PLETE WITHOUT TT. 
RATE A.B.C, NET DAILY SALE 


21 - 


SINGLE COLUMN INCH 


82,461 


COPIES 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6 ARLINGTON ST. 
BOLTON LANCS. LONDON ee 
Telephone: Bolton 1993 Telephone: GRO. £220 
Advert. Manager) Wm. Sheppard London Manager’ C. A. Miles 
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ful facsimile of fountain-pen 
writing on the reverse side. 
This additional wrinkle—which 

Pitt provides as a part of his 

photo service completes the 


illusion of the persona] snapshot, 


| 


and little mmagination is needed 
to see its many applications. De- 
pending on quantity of run, the 


| inclusive cost can be as low as 


| film 


2d. per unit 
* * * 
Grorerty GILBERT, of London, 
N.W.1, is another photographer 
in advertising who regularly 
takes his own medicine. His 


simple trick is to send miniature 
photoprints of complete adver- 
tisements (e.g., Johnson's Laven- 
der Wax series) for the photo- 


graphy in which he has been 
responsible, to selected adver- 
tisers and agents, in neat little 


5 in. x 4 in. folders. 
these, received over a period of 
time, certainly builds up-—even 
unconsciously — the impression 
that here is a chap whose work is 
regularly making the grade in 
press ads one has seen... . and 
therefore must be good. Yet all 
the folder says is “Photography 
by Geoffrey Gilbert.” 


A series of 


One Coronation film has 


had big U.S. viewing 


Films and film strips have done much to awaken world-wide 


interest in the Coronation, 
“Coronation Ceremony” has 


writes PAUL 
had TV showings in the U.S.A. 


NUGAT. One, 


that must be an all-time record for a British film. 


SERIES of films and film- 

strips have played a lead- 
ing part in awakening a world- 
wide interest in the Coronation 
of Elizabeth II. But the occa- 
sion has not, for sound econ- 
omic reasons, had any influence 


on current film advertising 
production. 
Film advertising, in cont.ast 


with advertising in other media, 
involves long-term exploitation 
planning, so that the certainty 
of having a distinctly dated ad- 
vertising film on one’s hands as 
from June 3, would militate 
against the introduction of the 
Coronation theme, Furthermore, 
while many firms will reap the 
benefit from the influx of over- 
seas visitors and public spending, 
they do not want to be associated 
with any attempts ‘o make «a 
commercial feast of this histor e 
event 

The first Coronation film to 
be released was London Films 
Ltd's Royal Heritage, which pro- 
vided a general background pic- 
ture with excerpts from the 
Crown Jewels, Westminster 
Abbey, the preparation of the 
State carriages, grooming = of 
horses, and history of our kings 
and queens, 

Then came Coronation Cere- 
mony produced by World Wide 
Pictures Ltd. for the C.O.L. 
Latest figures up to the end of 
March, according to a Foreign 
Office spokesman, show that this 
had already been given 50 
IV showings in the U.S 


This must be an all-time record 


for a British film. The Ford 
Foundation TV station has by 
itself an estimated viewing 
audience of 13 millions, so that 


there will be few TV set-owners 
who will not have had at least 
one opportunity of seeing this 
film, in which old records and 
prints have been drawn upon to 


show the influence that our 
monarchs have exercised on the 
State and religious significance 
of the Coronation. Excerpts 
from the film have been serial- 


ised in the Sunday Chronicle. 
The film has been shown six 
times on the B.BC. 

In May, the C.O.1. put out its 


second Coronation film, Royal 
Destiny, — by Movietone 
News. It an up-to-date 
biography of. 'the Queen from 
childhood to her accession and 
starting with the interruption of 
her East African tour through 
the death of George VI. 


Film Workshop produced a 
one-ree| colour film of the 
Coronation Procession and the 


Daily Mail School Aid Depart- 
ment two film-strips: Coronation: 
Its Ceremony and Regalia and 
Historic Services to the Crown. 
Already reviewed in ADVERTISER'S 
Weekcy (April 23) has been the 
sound-on-filmstrip, The Meaning 
of the Queen’s Coronation, pro- 
duced by Publicity Films Ltd. for 
the Society for the Promotion 
of Christian Knowledge. 

All these films and film-strips 
are the curtain-raisers to the 
composite efforts planned by the 
News-reel Association to give a 
complete coverage of the Coro- 
nation proper. The five news-ree! 
companies concerned will have 
between them about 200 camera- 


men operating all along the 
Coronation route and in the 
Abbey. Two of the companies 
will be using colour, and the 


remainder black and white. 
Besides them, film companies 
like the Dawn Trust, who 
specialise in religious films, will 
have some 20 cameramen work- 
ing to produce Coronation 
Regina a four-part film. They 
have had two cardboard cartons 
specially designed for this film, 
which Shirley’s Ltd. have pro- 
duced at cost, as an act of Coro- 
nation good-will 
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Northern General Transport 
Co. Ltd. 


Sunderland District Omnibus 
Co. Ltd. 


Tynemouth & District Trans- 
port Co. Ltd. 


Tyneside Tramways & Tram- 
roads Co. 


Gateshead & District Omnibus 
Co. 


Ribble Motor Services Ltd. 


East Yorkshire Motor Services 
Ltd. 


Hebble Motor Services Ltd. 


Yorkshire Woollen District 


Transport Co. Ltd. A market of 


Yorkshire Traction Co. Ltd. 


ar & Swinton Trac- 23 ° 
tion Co. é ae a 
Millions 


North Western Road Car Co. 
Ltd. 

The 20 bus companies represented by the Advertising 
a eee nee ae Department, the B.E.T. Federation Ltd., serve a popula- 
tion of 23 millions, operate over 7,000 buses and carry 
1,691 ,000,000 passengers yearly. There is no more effective 
means of reaching so many people at such low cost than by 
advertising on the buses controlled by the B.E.T. Federation. 


Potteries Motor Traction Co. 
Ltd. 


Trent Motor Traction Co. Ltd. 
Birmingham & Midland Motor 


Omnibus Co. Ltd. ; : ee 
Stratford-upon-Avon Blue 2 . <4 ee 


Motors Ltd. 


; aa ee 
We a % 
South Wales Transport Co. Ltd. ‘si ese - 
eas 


Western Welsh Omnibus Co. 


Ssslialiisiie BUS ADVERTISING 


Gets around to Millions 
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The Advertising Department 
THE B.E.T. FEDERATION LIMITED, STRATTON HOUSE, PICCADILLY, LONDON, W.1. TEL: MAYFAIR 8886 
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Buring Siz Reigns 


MARKSMAN 
NATIONAL ADVERTISING 


SERVICES 
have provided outstanding service and ex- 
pert attention on most matters relating to 
point of sale advertising—including national 
installation and distribution, also design 

and production. 


ERNEST MARKS 
PUBLICITY LTD. 


ESTABLISHED 1898 


F 


HEAD OF FICK & FACTORY 


HAMILTON ROAD, MANCHESTER 13 


a 
MARAMMAN 
Service depots in all parts of 
Great) Britain and Ireland 
Al MATh 
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These epic days in 


the provinces 


N these glad and epic days 
of regal June it is snowing 
Coronation supplements in the 

| provinces 
Spacious were the promises of 
j issues which would be read and 
| treasured for years. Generous 1s 
| their fulfilment 
Newspapers outside London 
have mirrored the pageantry in 
no degree less superbly than 
their big brothers the nationals 
Amid such literary largesse it 
is embarrassing to make selections 


| 
| 
; High 
| 


among personal prefer 
ences, however, may be men 
|} toned the coverage given by 


| such papers as the Yorkshire Post 


(whose Coronation day issue 
included a beautiful half-page 
picture by a Yorkshire artist, 


J. Porteous Wood, of the pan- 


ee oe A A ee 


| OUTSIDE LONDON 
By 
WILTON EVAN 


orama of Westminster Abbey 
and its environs) The Scotsman 
(whose advance supplement of 


48 pages last Friday was especi 
ally notable among the pre-views), 
the Birmingham Post, Liverpool 
Post, Nottingham Guardian, and 
Western Mail 

Many other of the leading pro 
vincial 


ji 
e 
* Suitable for Paper Prints or Film Trans- | 
+ parencies, Black and White or Colour. 
oan FITTED WITH MATCHED HIGH QUALITY OPTICALLY 


GROUND AND POLISHED LENSES AND MATT DIFFUSING 


SCREEN. FOLDS INTO COMPACT POCKET SIZE 3° x 4} | 


RETAIL PRICE 5/ 6 


SPECIAL KEEN QUOTATIONS FOR LARGE QUANTITIES 
Many other 3-D Stereoscopic Viewers available including Models 
with plastic lenses at very low prices. 


STANDARD CAMERAS LTD. 
66, VILLA ROAD, BIRMINGHAM, 19 


PHONE: ASTON CROSS 5804 GRAMS: STANDCAM, BIRMINGHAM 


papers published issues 
of probably equal quality. 
* ¥ * 
EsprciaLty notable was the 


way in which many Coronation 


supplements were given local 
angles. One of the advance 
efforts of the Sunderland Echo 


linked the ship-building industry 
holiday prospects, and local shop- 
ping facilities, with Coronation 
personalities. It sounds quite a 
concoction, but by skilful editing 
and well-designed — presentation 
this supplement was an integrated 
production, 


Patriotic colours 


Rep, white, and royal blue 
are used for the front page 
decorations and many of the 


advertisements, in a special Coro 
nation issue of the Hoddesdon 
Journal Iwo Union Jacks, in 


colour, surmount the title; and 
a portrait of the Queen appears 
between red and blue scrolls, 
incorporating a crown. For the 
heading “Coronation of H.M. 
Queen Elizabeth I.” Stephenson 
& Blake’s Chisel type is used. 

About half of the 28 page issue 
(average issue 1s about 20 pages), 
are occupied by local traders’ 
advertisements. A firm of drapers 
who for years have taken about 
a third of the front page, have 
an inside space in colour, so 
that the front page could be left 
clear of advertisements. A radio 
dealer's centre double spread 
makes a vivid display in a red, 
white, and blue border. 

Printed and published 
Thomas Knight & Co., 
(The Clock House Press), the 
Journal was founded about 15 
years ago aS a monthly. But for 
the war it would have become a 
weekly, and this change will take 
place before long. 

Production quality is remark- 
ably high for a newspaper with 
a sale of about 3,500, two-colour 
printing being normal, C. Hills 
is the advertisement manager. 


by 
Ltd., 


Blazing a trail 
SHENVAL PRESs are the printers 


of the Harlow Citizen. Not only 
does it claim to be the first 
weekly to be published in any 


new town, but it also anticipates 
that the verdict of the years will 
be that it “set a new standard in 
iocal newspapers both from an 


editorial and production view- 
point.” 
This claim. states the British 


and Colonial Printer, may prove 
not quite so exaggerated as it 
seems, since there can be few 
newspapers which have started 
off with such an ambitious layout. 

There are 12 pages, 12} in. x 


15} in., with six columns set to 
1] ems. Body matter is set 
throughout in) Times roman, 


mostly in 8 pt. on 9 pt. body 
making a clean and easy-to-read 
job. 

Titles and sub-headings are for 
the most part in Times bold with 
occasional use of Bodoni, 
Thorowgood and sans serif faces. 
The name Harlow Citizen on the 
front and leader pages 1s printed 
in Thorne Shadow caps. 


NEWS IN THE 
AIR 


A helicopter 
they had sponsored 
for the Coronation 
air display of the 
local Aero Club, 
was used by the 
Wolverhampton 
“Express & Star” to 


which 


deliver copies of a 
special “helicopter 
edition” to the 


airfield. 
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WILTON EVAN SPOTLIGHT 


Ad. policy switch will aid 
papers in 


PROVINCIAL NEWSPAPERS IN Great 
Britain are to get a much bigger 
share of the advertising appro 
priation of Aer Lingus. the Irish 
national atr-line, this coming 
Veal 

Seventy per cent of the appro 
priation Js spent in Britain 

The change of emphasis from 
the national newspapers to more 
localised datlies—provincials and 
London evenings—arises out of 
study of changes tn reading habits 
and is a development of the line's 
mathematically-based advertising 
policy. 

“Statistics give us a good idea 
where our passengers come from 
and the type of tickets they buy. 
Surveys show that the great 
majority of our Passengers orig 
inate in Our terminal areas 
London, Glasgow, — Liverpoo!, 
Manchester and Birmingham 
Papers with the bulk of their cir- 
culation in these areas would 
therefore seem excellent value for 
our purposes,” says David Hayes, 
Aer Lingus P.R.O 

“This is tn accordance with 
our general principle. which 
might be expressed in the words 
‘Go where the going’s good’, It 
means that if traffic starts to fall 
off in any place we decrease ad 
vertising there, This may seem 
contrary to the ordinary tenets 
of publicity, but it’s automatic 
like the decrease of our publicity 
budget if the revenue decreases 

An indication that this mathe 
matical basis is a sound one ts 
the fact that our passeneer traffic 
has vear by year increased at a 
steady rate 

‘For some time past we have 
based our allocation of advertis 
ing on our traffic distribution, We 
found that 70 per cent of our pas 
sengers came from Britain. 20 per 
cent from Ireland and ten per 
cent from the Continent. So 70 
per cent of our advertising expen 
diture has gone to Britain.” 

Over the last few vears* there 
have been changes in the type of 
media by Aer Lingus. Just after 
the war when space was very 
restricted, the magazines had a 
large proportion of the advertis 
ing. Latterly the newspapers have 
had a larger share—particularly 
the national dathies 


Sales drives at 
the seaside 


To pusticise their large capa 
city gas cooker De La Rue 
recently took a somewhat unusual 
Step. This cooker ts designed for 
use mainly in boarding houses and 
hotels so the company launched 
sales drives in six seaside resorts 

Brighton, Bournemouth, 
Torquay. Blackpool, Scarborough 
and Southend 

For six weeks they took space 
in the local newspapers there 


GLASGOW 
LIVERPOOL 


MANCHESTER 
BIRMINGHAM 


They come to you for 


a . 
-, a good holiday 
LL. . . and they romomber 
’ 


a tow the 


wicals Wott KTM 


with the copy slogan: “They come 
to you for a good holiday—and | 
they remember you for the meals 
you serve.” 

In two areas Southend and 
forquay they linked up) with 
the local Gas Boards. At 
Southend cooking demonstrations 
were held in the local gas show- 
rooms and stories and pictures of 
the events distributed to the 
local press. At Torquay invita- 
tions to attend similar demonstra 
tons were sent to local boarding 
housekeepers. 

De La Rue are now assessing 
the results of this localised cam- 
paign and, if they are satisfactory. 
plans will orobably be made to 
run similar drives in other holi- 
day resorts. 

¥ fk * 

Pusticity in the West ts the 
title of a promotion folder issued 
by the Somerset County Garett 
series which are introduced as the 
four weekly newspapers with the 
largest certified circulation be 
tween Bristol and Exeter. Besides 
giving a map of the circulation 
areas. and facts and figures, the 
distinctive features of each paper 
are emphasised 

The proprietors. Woodles 
Williams & Dunsford Ltd., accom 
pany the folder with a printed 
assurance that their publications 
are not connected with any news 
paper combine or political organ 
sation 

“This independence.” they state 
appeals to every section of the 
community.” 

¥ ¥ * 

Iwo editions of the Kent & 
Sussex Courier, the East Grin 
stead and Crawley editions, are 
now appearing under the titles of 
the Fast Grinstead Courier and 
the Crawley Courier 

Make-up has been modernised 
by putting news on the front 
page. This change-over has met 
with general apnroval 


great changes in the life of our people. 


ADVERTISER'S WEEKLY 


LiL SL LEAEEEREEREEEEE ty 
a V4 


Dwia the six reigns Sheldons have 
been established, history has recorded 


Our purchasing power and the choice of 
our purchases has changed too during 


this period and here Poster Advertising 


SOOO CRECK KEE ARBEAE EERE CE 


has been able to lead and guide the public 
wisely and has proved of sovereign worth. 
The history of Sheldons as pioneers of 
this form of publicity dates back 113 


years. 


SKeldons Its 


SHELDON HOUSE + QUEEN STREET + LEEDS 1 


... Long to reign over us 


The Belfast: News-Letter is the oldest 
newspaper in Treland and one of the 
oldest in the United Kingdom. It has 
been published continuously, and under 
the same tithe, since 1737 in the reigns 
of ten Sovereigns: 


George Il 
George Tl 
George 1\ 
William IV 


Victoria 


Edward VII 
George \ 
Kdward VIII 
George VI 
Elizabeth I 
This newspaper joins with all Her 
Majesty's subjects in the prayer 


..+ God save the Queen 


Belfast News-Letter 


Donegall St., Belfast + 85 Fleet St., London 
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U.S.A. 


The British Consulate at Dallas 
will be arranging a display of 
British consumer goods at the 
Texas State Fair this year. This 
will be a show of samples of 
goods on sale in the local shops, 
and, the Board of Trade says, 
manufacturers wishing to increase 
their sales may be interested to 
take advantage of this oppor- 
tunity for free publicity. 

The Fair, which this year will 
be held from October 10 to 25, 
annually attracts over two million 
people from the States of 
Oklahoma, New Mexico, Arkan- 
sas and Louisiana, as well as 
Texas, It is held in permanent 
exhibition grounds. 

In addition to the display by 
the British Consulate, there will 
be a stand arranged by P. W. G. 
Tattersfield of McInnes Gas- 
coigne & Co., 5690, Blenheim 
Street, Vancouver 13, British 
Columbia, Canada. 

He hopes to arrange a com- 
posite exhibit of those British 
consumer goods which, although 
not available in local stores, are 
thought by United Kingdom 
manufacturers to have a potential 
sale in this market. 

Mr. Tattersfield has estimated 
that the costs to each manufac- 
turer of a display on this stand 
would amount to approximately 
150 dollars. 

Firms desiring more informa- 
tion about this composite exhibit 
should write to Mr. Tattersfield 
direct. 

United Kingdom firms wishing 
to instruct their local agents to 
take part in the United Kingdom 
stand arranged by the British 
Consulate should ask them to get 
in touch with the British Con- 
sulate at 721 Commercial Burld 
ing, 1104, Main Street, Dallas 2, 
Texas, 

Inquiries about this notice 
should be made to the Exhibi- 
tions and Fairs Branch of the 
Board of Trade, Lacon House, 
Theobalds Road, London, W.C.1. 

a * * 

The British Consulate-General 
at Los Angeles is organising a 
stand at the San Diego County 
Fair from June 26 to July §. 

The British stand will display 
British consumer goods of many 
types on sale in the local shops. 
Preliminary inquiries can be dealt 


Advertising and 
selling problems 
in Switzerland? 


Dollar market 
opportunities 


with by the Exhibitions and Fairs 
Branch of the Board of Trade. 


Saudi Arabia 


A letter received by the Adver 
tising Association from the com- 
mercial relations and = export 
department of the Board of Trade 
gives information about the pros- 
pects for commercial advertising 
in Saudi Arabia compiled by the 
commercial secretary of the 
British Embassy at Jedda. One 
point is that any design incor- 
porating a cross is explicitly for- 
bidden. The Association will make 
the full contents of this letter 
known to any member who is 
interested. 


France 


The French Post Office has 
recently introduced a new system 
for delivering printed advertising 
matter. It is handed without 
address by the postman to the 
“concierge” of flats with the 
request that she distributes them 
herself to the various tenants, 
together with the ordinary mail. 


al * * 


On June 26, 27 and 28 the 
third competition of advertising 
vehicles, followed by a parade, 
will take place in Paris just be- 
fore the de,arture of the well- 
known cycling “tour de France.” 


American 


The British Consulate-General 
at New Orleans has reported that 
the Globe Loan Co., 1703, 3rd 
Avenue, North Birmingham, Ala.. 
U.S.A., have expressed an interest 
in receiving quotations for the 
following: 

(a) Items costing under 30 cents 
(2s. lid.) per unit such as ash 
trays, cigarette lighters, fans, yard 
sticks. and any type of novelty, 
curio or handicraft of interest to 
both men and women. (These 
will be purchased in quantities of 
1,000 to 2,000 at a time.) 


(b) Items costing under $4 
(£1 &s. 7d.) per unit such as 
electric household ware, lamps, 
chinaware and handicraft items 
of general interest to housewives. 
«(These will be purchased in quan- 
tities of 100 to 200 per month for 
periods of 2 to 3 years.) 


The prices quoted are the maxi- 
mum the U.S. firm will pay for 


LICITAS 


This mobile is boosting Hovis 
sales in New York. 


South Africa 


The Government's policy in 
regard to control measures was 
referred to by the Governor- 
General, Dr. E. G. Jansen, who 
said: “There has been such a 
measure of improvement in the 
supply of essential requirements 
that it has been possible gradu- 
ally to relax control measures. 
Import control measures, how- 
ever, will still be necessary with 
a view to maintaining our foreign 
exchange position at a satisfac- 
tory level. Price control will 
also necessarily have to be main- 
tained.” 

* * * 


Cape ‘Town and other muni- 
cipalities have been ordered by 


nn —e7O. 


June 4, 1953 


International 


ad. rules 


Edited in two languages, 
English and French, “Adver- 
tising Conditions and Regula- 
tions in Various Countries” 
will shortly be published on 
behalf of the International 
Chamber of Commerce. The 
work gives for each country 
a general summary of adver- 
tising conditions and includes 
information in advertising 
media (publications, outdoor 
advertising, cinema, radio, and 
direct mail, etc.), advertising 
rates, advertising practices, 
professional associations and 
regulations affecting adver- 
tising. 


the Director of Imports and Ex- 
ports to “buy South Africa” to 
conserve the Union's resources 
of foreign exchange, the Cape 
Times stated recently. 

Plant, equipment and other 
requirements can be sought over- 
seas only if it is first established 
that they are essential and can- 
rot be produced from sources or 
stocks within the country, and 
an import permit is obtained, the 
report stated. 

* * * 

During the period January to 
November last year 16,828 new 
cars from Britain and 7,362 from 
the United States were registered 
1 South Africa, according to 
figures released by the Bureau of 
Census and Statistics. 

The total number of new cars 

@ Continued on page 496 


firm wants our novelties 


goods delivered in the United 
States, including all charges and 
duty. The firm will pay inland 
transport charges themselves and 
prices should therefore be in 
dollars cif. mobile with an in- 
dication of the duty payable, 


The items required are to be 
used as premiums, and the U.S. 
firm require articles the supply of 
which can be maintained for 
several years They stated that 
they are interested in “flashy” 
items with an “expensive appear 
ance.” 

The Globe Loan Co. are pre 
pared to open an_ irrevocable 
letter of credit in favour of any 
United Kingdom firms with whom 
they negotiate. They are con 
sidered to be a suitable connec 
tion for United Kingdom manu 
facturers 


Interested United Kingdom 
firms should communicate direct 


by air mail with the Globe Loan 
Co., sending: 

(1) Quotations in dollars c.i-f. 
Mobile, Alabama; 

(2) Indication of earliest 
delivery dates; 

(3) Samples and catalogues. 

It is essentia] that samples sent 
by post to the United States 
should be carefully and securely 
packed to avoid damage in transit. 

A ,copy of offers made, with 
enclosures, sent to the British 
Consulate-General, 1022, National 
Bank of Commerce Building, 
New Orleans, 12, Louisiana, 
would enable the overseas officer 
to pursue the inquiry and assist in 
approaching other potential im- 
porters. 

The department would also ap- 
preciate hearing of United King- 
dom firms responding to the 
inquiry, indicating which items 
they are offering, and quoting the 
reference CRE/16755/ 53 


... is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

3 Av. Benjamin-Constant, Lausanne. 
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The list of subscribers to LIFE INTERNATIONAL EDITIONS reads like an { P 
international ‘Who's Who’. It contains the names of men and women hag 
who control the trading policies of business, industry and government in ; \ 4 


many parts of the world. Large numbers of them subscribe to the English- 
language edition which circulates in more than 120 countries outside the 
U.S. and Canada, while many others, in Latin America, receive the new ‘ 

Spanish-language edition. These people are responsible for large-scale b 
purchases of capital goods. Their homesare open to all that is best among 


the accessories to fine living. Once a fortnight they see the advertise- 


ments in LIFE INTERNATIONAL EDITIONS representing the world’s most 
outstanding companies and products. An advertising Campaign in as- 
sociation with LIFE INTERNATIONAL’S other well-known advertisers will 


interest these people in your company or products. The Advertisement 
Director (Grosvenor 4080) will gladly send you further information 


Internationa 


LIFE IN ENGLISH = approximately 300,000 
copies in English circulating in 120 countries 
outside North America 


LIFE IN SPANISH approximately 
215,000 copies in Spanish circulating m 
Central and South America 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, Wi 
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This is how the Danish 
poet Grundvig described con- 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a _ middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


“WHERE FEW HAVE TOO MUCH 
AND FEWER TOO LITTLE” 


By advertising in Hjiemmet, 
Denmark's leading magazine, 
you will reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And remember, in Denmark 
the average expenditure on 
British goods last year was 
over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, §. WI 
Telephone: WHitehall 3366 


Mechanical World 


AND 


MANCHESTER OFFICE 


HARROW 
BILLPOSTING 
COMPANY 


Paso mctom una? 


37 SPRING STREET W.2. 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one piece 


The Autotype Co. Ltd, Brownlow Rd 
London, W.13 EALing 2691 


Undoubtedly one of the best media 
tor reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card.. 


EMMOTT & CO. LTD 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C 4 
31 KING STREET WEST, MANCHESTER 3 


ENCINEERINC RECORD 


Mw 14 


Berlingske 


Tidende 
Damwmork's 
for all aduertising 
prrposes 


“Exclusively represented by 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, 5.W.1 
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® NEWS FLASHES FROM WORLD MARKETS continued 
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registered was 31.620, and also 
included 3,540 from Germany. 
1.606 from Canada, 1,540 from 
France, 729 from Italy and 38 
from Czechoslovakia 


The South African Broadcast- 
sig Corporation is now accepting 
idvertisements — for its twin 
weeklies, §.A.B.C. Magazine and 
$.A.U.K Week hlad Ihe cif- 


| culation of the former is claimed 


| 
| 


| 
| 


to be approximately 50.000 copies 
per week, and of the latter, 
20,000 copies per week. The 
combined sales of the two maga- 
zines averaged just under 73.000 
copies during the period October 
November 1952. the figures being 
taken from a statement by the 
Central News Agency. Full page 
rate for S.A.B.C. is £40 and for 
the S.A.ULK. £20 There is a 


discount of 10 per cent for adver- 
tisers using both publications, 
and also series discounts running 


from 24 per cent to 7} per cent. 
¥ 4 ¥ 


Iscory News, journal of the 
South African Iron & Steel 
Corporation, raised tts rates to 
{21 per full page. 

Evening Post, Port: Elizabeth, 
has increased its rates from 5s. 
to 6s. 6d. per column inch 

The Farmer's Weekly, South 
Africa, will now accept display 
advertisements on classified ad- 
vertisement pages. Advertisements 
may be half double column, 
three-quarter double column of 
full double-column at £17 10s.. 
£26 Ss. and £35 respectively 
They will be placed in the 
bottom outside position of the 
Pure 


DISPLAYS FOR THE CORONATION 


RIGHT: This striking Coronation 
showcard for Biro was produced 
hy Lonsdale Hands Associates, 
who alyo designed the special 
Coronation packs shown, 


Point about this Firestone Tyre & 
Rubber Co. Coronation window 
display for dealers is that the 
designers aimed at a dignified pre 
sentation and deliberately plaved 
down the advertising angle. Back 
ground in white, floor and sides in 
azure blue crepe paper, The hang 
ing tabard ty in blue with eold 
coat of arms and gold fringe 


There is a strong 
Coronation flavow 
in’ this fluorescent 


paint window trans- 
fer for A.C. Cossor 
Lid., stockists. The 


transfers were pro 
duced by Display 
Productions Ltd. to 
a Cossor advertis 
ing department 
desien 
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West Dondon Observer 


CIRCULATES IN 


Not content with presenting the local reader with his news and in- 


Barnes - Mortlake Knightsbridge: Kew formation regarding his entertainment, etc., this oldest family newspaper 
Kensington: Putney Harlesden: Hanwell covering the vast reaches of Western London, has a special “’ space 
Shepherd’s Bush Chiswick-Hounsiow appeal "’ for the advertiser. Recently increased in size—now |2 pages 


every week—the West London Observer offers even better value per 


Richmond: Fulham Bayswater - Brent- ae 
advertising £. 


Notting Hill-Acton ford: W. Kensington 


Paddington: Ham-_ Barnes - East Sheen 
mersmith: Southall St. Marylebone a Ss —— 


CIRCULATION 22,104 
A.B.C. 
July to December 1952 


% Send for Rate Card and Voucher to: 
THE WEST LONDON OBSERVER 16 QUEEN CAROLINE ST - LONDON - W‘6 > RiVerside 145! 


What is our Secret ? 


We represent a small number of brilliantly successful artists. This is our 
policy—to keep the number small so that we can give the service Adver- 
tising Agencies have a right to demand. We have had long enough 
experience to know that these conditions are essential for the right sort of 
co-operation between ARTIST—AGENT—CLIENT. 


Leslie Bowyer Gordon Nicoll, R.L. 


Alan Crisp A. Oliphant 
Alan Carr Linford, A.R.E. Joan Pace 

Please write or * phone for W. J. Dowsett Edwin Phillips 

work. from an) of the art- Gerry Fancett Dudley Pout 

ists in this list, for whom “ Griff” Jennetta Vise 

ne are the sole avents. H. W. Hailstone H. Zelinski 

J. Hunt Francis Marshall 

A. K. Lee (in connection with 
F. Middlehurst, A.R.E. certain work) 


GRESTOCK & MARSH LTD 


GLOUCESTER HOUSE, 19 CHARING CROSS ROAD 
LONDON, W.C.2 Telephone: TRAfalgar 4778-9 
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NIGHTINGALE IN 
BERKELEY SQUARE 


Tue mythical nightingale of 
Berkeley Square is a myth no 
longer. Visitors can now hear its 
silvery tones every evening between 
the hours of 6 p.m. and midnight 
for the Coronation period at any 
rate, 

James Gleeson, head of the press 
and P.R. division of Charles F. 
Higham Ltd., thought the idea up 
when he was appointed honorary 
secretary and publicity officer of the 
Berkeley Square Coronation Com- 
mittee. He contacted the B.B.C. and 
borrowed a record from Ludwig 

och, 

By means of a new type of ampli- 
fier, One microphone hidden in a 
building on the edge of the square 
fills the surrounding neighbourhood 
with the nightingale’s song. 

Another contribution Mr, Gleeson 
made to the Coronation was to col- 
laborate with B.B.C. scriptwriter 
Tom Waldron on the first of the 
three programmes to be broadcast 
in the series entitled “The Queen's 
People.” 


“square-shooter" 


THe death of their president, John 
Flynn, set the Irish Master Printers’ 
Association the problem of choosing 
a chairman to lead them in their 
efforts on behalf of the provincial 
master printers and newspaper pro- 
prictors. They have now made a 
good choice in C. F. O'Donoghue, 
managing editor, Drogheda Indepen- 
dent. 

Paying a generous tribute to him, 
the organ of the Typographical Asso- 
ciation describes him as a “square 
shooter” and a man of practical 
experience in all branches of the 


OVER 237,000 COPIES WEEKLY 


printing industry. Although pug- 
nacity is supposed to be an Irish 
characteristic there has been no 
major dispute in the Irish provincial 
printing industry for some thirty 
years. Mr, O'Donoghue will cer- 
tainly do his best to maintain these 
cordial relations, 


Portrait of the 
artist 


THe accompanying — self-portrait 
sketch was recently received by V. 
Pethick, chairman of V. Pethick 
Lid., from his 
son Robert. 
The latter, 


after some 
years in Aus- 
e tralian adver- 


7 tising, 1S now 
with Mac- 

_ aes, Larens Adver- 

( ae tising Co., of 
4 oe Canada, on 

: } ¢ the creative 
4 G4 side, where 
See <4 his skill in 

A oan draughtsman - 

f ~ ship should 


prove an ad- 

vantage. I am 

assured — that 
it is a very good likeness. Mr. 
Pethick, senior, has always impressed 
the opportunities of the Empire and 
Commonwealth upon his son. Now 
the son is proving how right the 
father was. 


SIMPLE ADDITION to any exclusive appropriation 
can be surely achieved by comparing the rate per single 
column inch per thousand of a proved and trusted news- 
paper e.g., THE UNIVERSE with the rates of the 


leading National Dailies. 


THE UNIVERSE at 2-064. merits inclusion in any 
national scheme and will give you Quality, Quantity and 


responsive readership. 


Youmust 
include Bi 


FIELD HOUSE 


BREAMS BUILDINGS - 


LONDON -: EC4 


NOT till the other day did I learn 
that “Glamour in the Factory,” the 
feature which has been running in 
the Daily Herald for some time, was 
suggested by a Birmingham adver- 
tising man, George Bartram, of 
George Bartram Publicity. 

Feeling that he was not the only 
one to be tired of the synthetic 
glamour of portraits of film stars, 
he wrote to the editor pointing out 
that there is plenty of real glamour 
to be found in the factories and 
workshops of Britain. A first-rate 
popular feature has resulted. 

* * * 


To inspire the dour Scots to eat 
more grapefruit two Nell Gywnn 
girls from London's Festival of 
Britain Gardens—Judy Roger and 
Hazel Fenton—flew into Glasgow 
the other day bearing with them a 
basket of South African grapefruit 
for the Lord Provost, some recipes 
for using the fruit, and—brave 
Sassenachs that they are!—a_ sug- 
gested tenth stanza to the Burns 
poem “Scotch Drink.” 

Written by a Scot working in 
South Africa's citrus groves, the 
Stanza goes: 

“Or aiblins o' a mornin’ bleary— 

The waught yestreen was 
tapsalteerie!— 

The cog o' parritch seems sae 

dreary, 
Then here's a gree 
A grapey-fruit well-soaked in 
whisky 
Has cantie pree.” 

In the words of dear old Itma: 
“Now isn’t that nice! .. . What is 
in?” 

* * * 
Trisu representative at the mect- 
ing of the Tourist Committee of the 
Organisation for European Econ- 
omic Co-operation in Paris was 
Niall Sheridan, publicity production 
manager for Fogra Failte (the Irish 


Tourist Organisation). One of the’ 


main topics for discussion was the 
joint publicity campaign in America 
which is being sponsored by the 
European Travel Commission. 

Mr. Sheridan was born in the 
Irish Midlands and is a recognised 
authority on Irish race horses. For 
some time he edited the Irish Digest 
and wrote about bloodstock before 
joining the tourist organisation. One 
of Ireland's best-known  broad- 
casters, he is a member of the 
brains trust which answers listeners’ 
questions in “Information Please” 
from Radio Eireann. 

* * * 


Tue proprietor and publisher of 
the South African journals, Men's 
Wear, Fashion, Hardware, and the 
Architectural Record, is Lawrence 
H. Tearle, who is flying, with a 
number of mannequins, to Rhodesia 
to show French and South African 
fashions at the Rhodes Centenary 
Exhibition. 

Both Mr. and Mrs. Tearle were 
formerly well known in Fleet Street. 
Mr. Tearle was connected with 
Leonard Hill Publications and was 
proprictor of the Edgware and 
District Journal, and his wife was 
formerly Joan Petrie, advertising 
officer of the Board of Trade. Five 
years ago they went to Rhodesia, 
where Mr. Tearle became managing 
director of Meikle Utilities, but after 
a couple of years they settled in the 
Union and started their own publi- 
cations, now thriving. 
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Ad. manager with 
petrol in his 
veins 


WEAN with petrol in his veins, so 
to speak, is P. J. Stephens, advertise- 
ment manager of Motor Racing. 
Until recently the publication was 
known as Jota and specialised in 
500-cc. racing cars only. Now, the 
magazine, which is published by 
Pearl, Cooper Ltd.. has widened its 
scope to include all types of popular 
motor racing. 

Mr. Stephens was formerly man- 
ager of the 
motoring de- 
partment of 
F. & E. Stone- 
ham. He initi- 
ated the idea 
of taking a 
mobile Rolls- 
Royce book- 
shop to all 
motor racing 
meetings, 
thereby estab- 
lishing Stone- 
ham's as spe- 
cialists in 
motor - racing 
literature; 
and has competed in 750-cc. races 
with his own “Stoneham,”’ which 
he built himself out of an Austin 
Seven. Mr. Stephens is the author 
of Building and Racing my 750, 
published by Foulis. 


Youth at the helm 


"THE newly-clected chairman of 
the Advertising-Press Club in 
Dublin, Horace Denham, is likely 
to lead his Council into an ener- 
getic year. He is a young man of 
considerable enthusiasm and energy 
who began his career in advertising 
on the /rish Times, later transferring 
to Radio Review. A few years ago 
he joined the advertising department 
of the Irish Press and now handles 
that paper's agency contacts. 

In his spare time Mr. Denham 
takes a keen interest in amateur 
dramatics. He helped to found both 
the Irish Press Players and, more 
recently, the Advertising-Press Club’s 
Dramatic Society which, very re- 
cently, produced (with Mr. Denham 
in the cast) the lively comedy 
“Spring Meeting” at the National 
Arts Theatre in Dublin. 

He has an excellent committee, 
two of whom Alan Maxwell 
(hon. secretary) and Tommy Milner 
(hon. treasurer)—attended the Inter- 
national Advertising Conference in 
London two years ago under the 
Youth Scheme. Both are former 
students of the Dublin High School 
of Commerce course in Advertising. 


Contact 


WEEKS WISECRACK 


- 


“Our 


rather 


client was 
peeved that the seat we 
allotted him for the Coro- 
nation procession wasn’t 
a solus position.” 
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For the 


lively mind — 


and the lively 


advertiser, too, 


the 


MANCHESTER 
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Publications News and Notes 


chery Colour ads. were feature 


wipe (oy 


sk se F 


The Coronation number of 
Furnishing World, published last 
Friday, carried 104 pages, with 75 
pages of advertising. A special sup- 
plement, on tinted art paper, had a 
full-page frontispiece showing Her 
Majesty standing in a_ beautifully 
furnished room at Clarence House 
The title of the supplement was 
“Furnishing Through Five Queens,” 
a fully illustrated article by the 
editor, who developed the theme 
that reigning Queens throughout 
history had had a strong influence 
on the furnishing of the British 
home. 

* * 

The Daily Telegraph has pub- 
lished three half-size supplements 
designed to form a complete record 
of the event. Eno'’s took the back 
page on Monday for a set of por- 
traits of British monarchs back to 
Elizabeth I, and Shell had a decora- 
tive design in Tuesday's issue. 

* * * 


A double-page spread map of the 
Coronation route showing the posi- 
tions of the radio and TV commen- 
tators was included in the Sunday 
Graphic. 

* * * 

The Sunday Dispatch reproduced 
a painting of the crowning scene by 
F. Matania on its front page. 

* 


The Archbishop of Canterbury 
was among the contributors to the 
News of the World. 


—— ——— 


of many Coronation issues 


The Sunday Chronicle published 
toasts to the Queen submitted by 
readers in a competition in which 
the top prize was £20. 

* * ” 

With a red, white and blue cover 
The Practitioner carricd a pictorial 
record of British medicine and an 
article entitled “General Practice: 
To-day and To-morrow” by the 
Minister of Health (the Rt. Hon. 
lain Macleod). 

* * * 

A picture of the Queen framed in 
gold and purple formed the front 
cover of the Fruit, Flower and 
Vegetable Trades Journal. Trade 
in the Commonwealth and 
Dominions was reviewed. 


A four-page section entitled “It's 
a woman's day" was included in the 
Sunday Express. Food and dress 
for the Day were discussed. 

* 


Except for occasional red for ad- 
vertisements and on the cover the 
Baker and Confectioner was printed 
in blue throughout. 

* * * 

Specially commissioned miniature 
paintings of the Queen and the Duke 
of Edinburgh are included in an 
enlarged number of Woman and 

uty. 


WASS, PRITCHARD « Co. Lr. 
85 FENCHURCH STREET 


LONDON 
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Creators and Producers of Colourful Printing 
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This Victorian leech jar is one of the 
Distillers Co. (Biochemicals) Ltd. 
full colour advertisements in the 
Pharmaceutical Journal. Another 
of an Elizabethan mortar, has been 
reproduced as a sShowcard. 
* * x 

A 12-page supplement published 
by the Southern Daily Echo included 
a review of the Coronation plans of 
the towns and villages in the news- 
paper's area of distribution. 

* m * 

Programmes of the pageantry 
planned by villages throughout the 
west country were included in a 
Western Morning News supplement. 

* * * 

The life story of the Queen in 
pictures was told in a_ 12-page 
Birmingham Post supplement. 

* * * 

Thousands of copies of Vogue 
Coronation issue, at a dollar each, 
have been ordered from America 
and are being sent individually and 
specially packed from London. The 
issue contains over 150 pages of ad- 
vertisements, 47 in full colour. 

* * * 

Both the Stockport Express and 
the Macclesfield Times & Courier 
produced Coronation souvenirs 
printed in blue. 

* * * 

Modern Transport appeared for 
the first time with a four colour 
cover, which included, as an adver- 
tisement for Metro-Cammell, a pic- 
ture of the White Train used for the 
Royal Tour of South Africa in 
1947. 


For the two weeks preceding the 
Coronation, the Hornchurch and 
Upminster News produced two- 
colour issues, Letterpress was in 
royal bluc, and three em borders on 
each page, certain standing headings, 
and the flag on the front page were 
all in red. 

* * * 


The first of two supplements 
issued by the Stratford Express 
carried a special Coronation mes- 
sage from the Prime Minister, Sir 
Winston Churchill, who is Mem- 
ber of Parliament for Woodford. 

* * * 

The Medical Press—now in_ its 
11Sth year—included an article 
about medicine on the accession of 
Elizabeth I and on the accession of 
Elizabeth II. 

* * * 

On Monday, June 15, The Times 
will include a Royal Navy special 
supplement of cight pages, full news- 
paper size. The supplement, to be 
published on the occasion of the 
Coronation Review at Spithead, will 


deal with all branches of the Royal 
Navy. 
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We Hear 


Competition prizes for Radio 
Luxembourg listeners lt be 
increased shortly. 

- = * 

More retailers are using the free 
block service being run by Thomas 
French & Sons Ltd. for their 
Rufflette brand curtain tape and 
accessories. 

+ * * 

A new and enlarged edition of the 
Bon Voyage phrase book for 
motorists in 15 languages has been 
published by the Shell Petroleum 
Co. It is issued free. 

* * * 

In a red, white and blue wrapper 
the Michelin motoring map of Great 
Britain and Northern Ireland has 
feen published to coincide with the 
Coronation and to help visiting 
tourists, 

* * 

Three consecutive issues of the 
London Weekly Diary of Socia 
Events, with their own cover design, 
are being sent to all customers in 
the London area by British Insulated 
Callenders Cables_Ltd. The Coro- 
nation issue of the Diary contains 
a four-colour centre-spread adver- 
tisement for this company. 

* * * 


A Birkenhead firm of tanners 

claim to combine road safety and 

publicity by spelling out a slogan 

in 292 reflectors on the tailboards of 
their lorries. 


Purchase tax plea 


When representatives of the paper, 
printing and stationery trades met 
Mr. J. A. Boyd-Carpenter, Financial 
Secretary to the Treasury, to press 
for removal of purchase tax from 
commercial and educational station- 
ery they were promised that their 
representations would be given very 
careful consideration. 


* 

Brown, Bibby & Gregory Ltd., 
colour printers and packaging 
specialists, sent out a June-May 
Coronation calendar this week illus- 
trated with a picture of the Queen 
wearing uniform and mounted. 

* * * 

J. E. Harrison, joint managing 
director of G. Street & Co., Ltd., 
has left on the “Queen Elizabeth” 
for a business tour of the U.S.A. 
and Canada. The itinerary for his 
two months’ visit includes New 
York, Chicago, Toronto and St. 
Paul, Minnesota. 
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ADVERTISING 
DIARY 


Monday, June 8. 

Pustictry Cius OF NorRwWICH AND 
Norroik. Beverley Pick on “Design.” 
7 Hotel, Norwich 7.30 pm 
BRiTisH POSTER ADVERTISING ASSO- 


CIATION. conference Torquay (until 
Wednesday) 


Wednesday, Jone 10. 

Reps. Vv. AGENTS BOWLS Matcu 
(For the Belfast Newsletter wophy 
Parsons Green Bowling Club 
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FGB WANTS TWO 
EXPERIENCED MEN 


i 


SENIOR VISUALISER 
AND LAYOUT MAN 


Essential Requirements : 


Must have recent experience of working on 
large National accounts, and be able to take 
group responsibility in directing the work of 


junior designers and typographers. 


2 


SENIOR ACCOUNT 
EXECUTIVE 


Essential Requirements : 


Must be an agency-trained man around thirty. 
Must understand advertising and selling as they 
relate particularly to mass consumer products. 
Must have experience of marketing and 
merchandising in the broadest sense. 


Applicants for either of the above positions should 
write to the Managing Director, outlining background 
experience and salary required. 


FOOTE, CONE & BELDING LTD. 


27 HILL STREET, LONDON, W.1 
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Current Advertising 


i», How ads.were angled... 


AN ais 
hl bd 
RPT 


The majority of leading adver 
tisers took space for special 
Coronation advertisements. 

Some of the ads. were slanted 
to appeal to the crowds lining the 
Coronation route, others were 
aimed at the millions staying at 
home around IV and radio sets 
Few could be described as purely 
prestige advertisements, 

Brewers, distillers and wine 
merchants in the main were among 
those whose ads. were designed to 
appeal to the “Stop at homes.” 

Large spaces were taken in the 
national press for VP wine showing 
a family grouped round a TV set 
toasting the Queen. Whiteways 
took many small spaces with the 
slogan ‘“Whiteways is the word for 
cheer!’ The copy line’ was: 
“Whether your Coronation party 
is a hall-full of people, or a small 
family group round the radio or 
’ Whiteways can help to make 
it a real success without undue de- 
mands on your pocket.” 

Iwo glasses being clinked to- 
ether with the toast: “Here's a 
health unto Her Majesty’ were 
used by Moussec in their Corona- 
tion advertisement, 

any advertisers gave the crowds 
intending to line the route, advice 
on what to take. Mackintosh’s 
had a whole page in the Daily Mail 


for the Coronation 


i a 


biishl 


as well as other large spaces, an- 
nouncing “While you wait 

Rolo keeps you happy!’ Rolo was 
described as “The Perfect Pocket 
Pack a meal in itself.” 

A humorous line was taken for 
Smith’s Potato Crisps. The ad. was 
headed “Hints on keeping up your 
strength while waiting’ and went 
on to describe some of the “many 
techniques for dealing with Smith's 
Crisps in a crowd.”’ These included 
the “Surreptitious ‘hand-in-the- 
pocket’ technique,” the “‘Proud ‘I've 
got the best’ stance’’ and the 
**Swallowed the salt’ expression.” 

Kraft Foods Ltd. took large 
spaces crammed with tips on ideas 
for the preparation of sandwiches. 
A separate pancl suggested snacks 
for listeners and viewers at hom 
on Coronation day. 


The Union Jack was strongly 
featured in large spaces taken by 
Mars Ltd. Each of the four corners 
of the flag carried a different Mars 
product. 

Small ads. for Kleenex tissue 
handkerchiefs exclaimed ‘Take 
Kleenex with you" and were illus- 
trated with a drawing of a duchess 
carrying a packet of Kleenex on 
her train. 

Baracuta took several large spaces 
in the national newspapers, includ- 
ing a half-page in the Daily Express. 
Headed “For a Royal Occasion,” 


on wt? 


The Greatest Race 


Just for once, Dear Punter, we don’t mean the 
Derby. We refer to the race that every Advertis- 
ing Manager has his money on from the word 
Go; we mean the good old human race. You 
can lose money quicker in that litthe gamble than 
you can by taking on the smooth gentleman with 
the loaded dice behind the grandstand. 


Of course, if you've been studying the form book 
of homo sapiens as long as the Harris boys, it 
makes a difference. When it comes to ideas for 
attracting the public you can trust the Old Firm 
to pick you a winner every time. Like to bet 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W | 
Tel: REG 3295-6 


ADVERTISING MANAGER’S CORNER | 
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This is one of a number of show- 
cards which are being distributed by 
J. C. & J. Field Ltd. to introduce 
their new series of Buckingham 
Lavender products. It features two 
of the packs which Field’s claim to 
be “right away ahead of any 
lavender toilet preparation on the 
market.” Details of the extensive 
advertising programme were 
reported last week. Greenlys Ltd. 
are the agents. 


the ad 
raincoat, 

Guinness took full pages in 
colour in weekly magazines to illus- 
trate various historical facts about 
Guinness 

Gillette Jaunched an extensive 
campaign in the national press to 
introduce three new Coronation 
razor sets, ranging in price from 
6s. Sd. to 31s. 

As part of their “biggest-ever” 
advertising campaign  Batchelor’s 
took the back cover of the Coro- 
nation edition of the Radio Times. 
On a yellow background with a 
motif of red crowns the announce- 
ment featured a parody of “The 
Lion and the Unicorn.” Batchelors 
claimed that “Never has a. singk 
advertisement in colour previously 
been placed before such a poten- 
tially large readership.” 

The Shell series, “Fill up and 
feel the difference” was given a 
Coronation angle with « small boy 
holding a hydrogen-filled toy bal- 
loon being lifted high above the 
heads of the waiting crowds. 

Provincial newspapers carried an 
ad. by George Cohen Sons & Co., 
Ltd. (The 600 Group) which 
featured the rulers of Britain from 
William IV down to the present 
day. 


illustrated a man in a 
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FCB get Quaker 


Oats porridge 


Quaker Oats Ltd. have ap- 
pointed Foote, Cone & Belding 
Ltd, to handle the advertising for 
One-Minute Quaker Oats and 
Quick Quaker Oats. The ap- 
pointment takes effect immedi- 
ately. The advertising account 
for Quaker Oat cereals moved 
to Erwin Wasey & Co., Ltd., a 

few months ago. 


al 
DDWS handle new 
Nestlé’s scheme 

Dolan Davis Whitcombe & 
Stewart Ltd. are handling a new 
campaign for Nestlé’s which 
features all the company’s pro- 
ducts. Previously this agency’s 
work for Nestlé’s has been con- 
fined to advertising the range of 
soups. 

Full page, full colour ads. in 
weekly magazines are being used. 
The slogan js: “If it’s Nestlé’s it’s 
good—very good!” The products 
illustrated are Nescafé, Milo, 
Ideal Milk, “Home Made” choco- 
lates, Nestlé’'s cream, soups, 
homogenised foods and milk 
chocolate 


Introducing ‘Ernie 
and Ethel Egg’ 


Publicity for poultry and eggs is 
planned by Poultry and Egg Publi- 
city (P.E.P.), an organisation set up 
and financed by the whole industry. 

First step in the campaign has 
been the creation of a number of 
humorous characters lead by “Ernie 
and Fthel Egg” Recipe leaflets are 
being produced for distribution with 
egg and poultry products from the 
packers. 

Posters and other material are also 
planned. 


. 

New Kleenex line 

Cellucotton Products Ltd., makers 
of Kleenex, are to launch a new 
toilet roll—-Delsey—in this country. 
The product is described as a “huge 
success’’ in Canada and the United 
States. Foote, Cone & Belding Ltd. 
are the agents and preliminary trade 
press advertising has started. 


ACCOUNTS MOVING: 


Cone & Belding Ltd.: 
NEW ACCOUNTS: 


NEW CAMPAIGNS: 


e AT A GLANCE e 


Quick Quaker Oats and One-Minute Quaker Oats to Foote, 


Chester Barrie Ltd., makers of handmade men’s clothing, 
for Scott-Turner & Associates Ltd.; Sothis Ltd., beauty pre- 
parations, for Auger & Turner Ltd. (women’s magazines) 


Nestlé’s (Dolan Davis Whitcombe & Stewart Ltd.) full pages 
in colour in women’s and weekly magazines; Grundig Reporter 
tape recorder (Reid-Walker Advertising Ltd.): Financial Times 
The Economist, and musical, stage and educational press: Go 
stick deodorant (Napper. Stinton, Woolley Ltd.) national 
daily and Sunday newspapers and women’s magazines: Parador 
air freshener deodorant (Direct) Radio Times; Martin Ghilchik 
rainwear (Erwin Wasey & Co., 
Mirror, Woman, Woman's Own and trade press 


Ltd.) Daily Express, Daily 
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1 Coronation Year Advertising ADVERTISER'S WEEKLY 


| Gia 


| Coronation Year Advertising 


N this Coronation Year, Britain proudly 

acclaims a young and lovely Queen, whose 
name, Elizabeth, recalls a glorious epoch in 
the nation’s history. 


— by this brave tradition, as well as 
by economic necessity, the people of these 
islands aspire to make the second Elizabethan 
{ era one in which they demonstrate to a 
friendly world their supremacy in the arts of 
peace. They believe that the products of 
their industrial craftsmanship, and the 
services these products make possible, can 
‘ challenge comparison in terms of quality 
with those of any competitor 


} N° less should they take pride inthe 
creative skill of those who conceive, 
' write and design the advertising by which 
these products and services are publicised at 
home and abroad. In the field of creative 
advertising, British agents can justly claim to 
have achieved a standard second to none 


: 

his Portfolio of Coronation Year Adver- 
| using is designed to give British agencies 
| an Opportunity to demonstrate the merit and 
versatility of their work The specimens 
| reproduced are chosen by the agencies 
; themselves 


|' presents, in permanent form, a repre- 

sentative and impressive selection of good 

" advertising in Britain to-day. It constitutes 
a record that will be studied with apprecia 
tion by advertisers in 1953, and with equal 
interest by students of advertising in years 
to come 
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" Advertisers in the Portfolio of 
' CORONATION YEAR ADVERTISING 

Page 

Auger & Turner Ltd és a ia ae 4 

é Clifford Bloxham & Partners Ltd ve ies ae 5 

2 T. B. Browne Ltd... Sas o sa iss 6 

7 C. R. Casson Ltd... si ‘ea i en 7 

W. S. Crawford Ltd me - sd . 8&9 

George Cuming Ltd aa a a 12 

Paul E. Derrick Advertising nite Ltd “= ee 13 

Downtons Ltd es Mi x = .. 14& 15 

Elliott Advertising Ltd hs ~ a ‘ae 16 

Export Advertising Service ... ae a ‘as 17 

Grant Advertising Ltd sire — mr cies 20 

Havas International Advertising Service - - 2I 

Charles F. Higham Ltd ae sa ... 22 & 23 

Hoffmann & Company (Advertising) Ltd ey sss 24 

Lovell & Rupert Curtis Ltd ... es a bia 25 

. Mather & Crowther Ltd os - a ... 26 & 27 

: Cecil D. Notley Advertising Ltd oi nr . ead 

: Osborne-Peacock Co Ltd... see iad as 32 

Taylor Advertising Ltd site en se ro 33 

Rooster Publicity Ltd i ae sua . MED 

Tibbenham Publicity Ltd -~ ae ae 36 

Willesmore & Tibbenham (Norwich) Ltd me ro 37 

Townend-Smith & Hardy Ltd — ” a 38 

Charles Walls & Partners Ltd Sia ses 39 

Wilkes Bros & Greenwood Ltd es a ... 40 & 41 

The Winter Thomas Co Ltd om “ ia 42 


ADVERTISER'S WEEKLY, founded in 1913, is the only British journal devoted exclusively to advertising news, views 

and methods. It is published at 180, Fleet Street, London, b.C.4 (Tel. Chancery 8844) by Business Publications Ltd. 

Latest net sale (A.B.C. figures for July-December 1952) 8,268 copies weekly. Subscription rates: 52 6 a year (55 - 
overseas) post free. Single copy 1 -. 
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Agencies tell 


Auger and Turner Ltd. 


Has grown a hundredfold 


in Six vears 


YTARTING with no accounts at all in 
oJ 1946, Auger & Turner Ltd. finished 
their first vear with a total billing of £5,280 
barly business was mainly trade and 
technical advertising, together with a small 
amount of horticultural advertising in the 
national Press. 

Between them the four directors, Hugh 
and Neville Auger, Ron Empson and 
Cecil Turner, represented a considerable 
experience of selling and advertising and 
they were determined to produce adver- 
tusements which could be judged by the 
sales they produced. Mail order adver- 
tisements quickly reveal their results from 
sales and it was in this tield that Auger & 
Turner Ltd. concentrated for some time. 
By paying particular attention to the needs 
of mail order advertisers, and by giving 
them honest advice in the selection of 
media, the agency built up a considerable 
business in mail order advertising. 

P.P.A. recognition came in the first year 
and N.P.A. in less than two years from the 
inception of the agency. 

While the agency was growing in this 
manner its work was also being extended 
in other directions. Plans were laid for 
departments devoted to public relations, 
market research, exhibitions, merchandis- 
ing and radio and to-day most of these are 
in Operation. The agency set up its own 
printing press to carry out urgent jobs. 
Branch offices were opened in Birmingham 
and Glasgow. 

Special efforts were made to build up an 
organisation capable of handling all forms 
of publicity abroad. Arrangements were 
made with foreign agencies for the reci- 
procal handling of business and foreign 
advertising was placed in British media 
A. & T. became particularly well known 
to foreign trade fair managements and the 
agency is now placing advertising in this 
country for five foreign trade fairs 
Specialising in mail order advertising 


their stories 


presented the agency with a problem. It 

hecame known as the mail order agency, 

hut for the last twelve months it hay been 
developing fast in other fields. 

The directors lay stress on their aim to 
sell all kinds of goods through advertising 
whether those goods are sold over the 
counter or distributed through the post 
Among the well known brand names for 
whose advertising this agency ts responsible 
are Britvic Pure Fruit) Juices, Panda 
Shoes and Ossicaide Deal Atds. Some of 
their clients, such as Marcus Stores Ltd., 
Craigs of London and Gerald Mail Order 
Co. are among the leading mail order 
advertisers in the country. 

A. & Ts billing for the current: year 
will be half a million pounds. This ts stull 
relatively small but it ts a hundred times 
greater than the agency's annual billing 
SIX Years ago. 


See display, page 4 


Clifford Bloxham and 
Partners, Ltd. 


Had to ‘slough skin’ because 


of vigorous grom th 


AST Christmas, Clifford Bloxham & 

Partners, Ltd., having outgrown ther 
office accommodation, moved to Lion 
House, Red Lion Street, Holborn. and 
now occupy what must be among the 
finest and most efficiently planned agency 
premises in the country. 

Having to slough its skin like this ts one 
outward and visible sign of the growth of a 
vigorous organism. Another is a list of 
accounts that includes such names as 
Elastoplast, Slumberland, Tokalon, Ever- 
sharp, Schweppes mineral waters, Needle 
Industries (largest) makers of — needles 
and similar products in’ the world), 
Intalok hospital mattresses and motorcar 
and coach seating, Gaydee paint and house- 
hold) brushes, Lilia sanitary 
Williams and Willams metal windows, 
etc., Aluminex commercial greenhouses, 
Brookes biscuits, Catesby’s Furniture 


towels, 


§ Coronation Year Advertising 


ADVERTISER'S WEEKLY 


Primary purpose of this Portfolio of Coronation 
Advertising is to demonstrate the current 
creative work of British advertising agencies. 
Only incidentally does it also publicise the 
agencies themselves. It was therefore suggested 
to agencies that they should devote only a 
small part of their advertising space to 
publicising the scope and merit of the services 
they can provide for advertisers 
instead, to give them an opportunity to tell 
their stories editorially, in their own wavy. 

Lach agency participating was offered an equal 
editorial space in which it could outline 

us history, describe its services and how they 
operate, and state the principles of advertising 
nm which it believes. 
themselves of this opportunity. 
appear on this and subsequent pages. 


It was decided, 


Nearly all availed 
Their stories 


Store, and Robert Bradford Pensions, Ltd 
The training and business experience of 
Clifford Bloxham, the agency's chairman 
and managing director, have conditioned 
him to appreciate the importance of the 
fullest possible knowledge of the product 
and its market, an advertising policy that 
is an integral part of an overall market- 
ing and merchandising plan; and a live 
creative campaign that neither relies 

solely on hunches nor slavishly follows a 

statistical blueprint, 

Mr. Bloxham found his way into 
advertising via engineering. After he had 
done calculations for precision munitions 
during the first world war, the machine 
tool firm for which he worked made him 
advertising manager, at the age of 19, 
largely because he avoided technical jargon, 
gave clear instructions on drawings, and 
had a gift for freehand sketching. There- 
after he was successively copywriter with 
Industrial Publicity Service; advertising 
manager of Lewis's Ltd., in Birmingham 
and then headquarters advertising manager 
at Liverpool a total of seven years in 
retail advertising; senior executive and 
later director of Erwin Wasey & Co, Ltd., 
with whom he stayed ten years; and then, 
in 1938, managing director and a partner 
in the Winter Thomas Co. During the 
war he served the Ministry of Information, 
first as deputy director of campaigns and 
production, then as director of the exhi- 
bition and display division, 

Allowed to resizn late in 1944, he 
launched “C. B. & P.” early in January 
the following year “LT was no longer 
content to have anything but the last word 
on how an agency should be run” he 
confesses. Now, with his co-directors, 
R. bF. Rivers and FB. F. Weston, he ts 
putting his ideas into effect with con- 
spicuous success 

Mr. Bloxham ts a Fellow of the Institute 
of Incorporated Practitioners in Advertis- 
ing and of the’ Incorporated Sales 
Managers’ Association, is this year’s 
president of the Advertising Creative 
Circle and is on the membership com- 
mittee of the Advertising Association, 


See display, page § 


Continued on page 10 
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‘The Panda Footwear Co. Lad 


Hanover Supply Co. 


‘The British Vitamin Products Ltd, 


‘The British Vitamin Produets Ltd. 


Curthe comes = obo demands thew | 
boatioe cetier meats 


Hanover 
of Oxford Street 


AUGER 


London: Birmingham : 
A\utur House 14-15 Bull Street 
10 Gerrard St., W.l Birmingham, 4 
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Real’ THING 


bien nen toes 


Grito” | i 


TREE! ~ 


OCR TAIL RECIPE BOOK 


LONT OURS, 


Sunny Mediterranean > ~ day ae 
at low cost and best va! 


CONTOURS 1.70.00 es) 
72. Newman Street, London, W.1. 
Telephone MUSeum 6463 


& TURNER LIMITED 


Incorporated Practitioners in Advertising 


Glasgow : 


358 Sauchiechall St. 


Glasgow, C.2 


New York: 
$52 Fifth Avenue 
New York, 18, N.Y. 
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§. Browne Ltd. have been in business for 

Ko successtul years and from their new home at 
117 Piccadilly, continue to offer services 

which have helped to build so 

many famous names. Today our 


list of clients is over one hundred 


m aes Z ae ™ 

ee i, 
a and we are always ready to welcome 
5 others with names vet to be 


® made tamous or those with a 


ke adership to maintain 
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T. B. Browne Ltd 


Incorporated Practitioners mn Advertising 


117 PICCADILLY, LONDON, W.r 


Telephone : Grosvenor 6351 6 
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you have 


been warned... 


Well, here we are in 195} and shall we tell you 
something ? A lot of people (vou 7) are thinking about 

aT V set for the Coronation. Not this month of course ; 
or next. About April perhaps, or May 


Now comes the sad bit 


A great many of these 
people (vou 7) are going to be disappointed. There will be 
a great rush in April and May and there won't be either 
enough sets or enough time to mstall them all. The usual 
clever dicks will cry out that this 1s just an advertising sales 
stunt. But to all sensible people we say... 


... see your 


murphy dealer soon 


mur phry vidio & television 


storm in a teacup 


When this advertisement was read out in Parliament there was a 


hoot and a holler of wrath. In fact, as we said in the advertisement, 


the usual clever dicks were crying out that it was just an 
advertising sales stunt. We thought it would be helpful to the 
public, to Murphy dealers and to Murphy. We thought — 

no, we knew — we were talking common sense. So let the clever 
dicks go grrr-r-rrr at the mention of advertising. 


A lot of sensible people have found 


( R CASSON LTD 6. ALDFORD STREET. We 


our advertising helpful. 
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Creative Craw fords 


Verbally, and above all visually, Crawfords 
as an organisation have in a quarter of a century 
achieved new standards of creativeness. In 
typesetting, in presentation, in the use of 
words, in art work and in technique they have 
sought far and wide for men of genius and 
talent who would advance and invent ‘ the 
creative advertising idea ’. 

But Crawfords have always had this in 

cannette a mind—that ‘creativeness’ extends far beyond 


\ya Lents 


Suave the frontiers of the newspaper or poster area. 
world clea 


- Creative advertising gives birth to habits, 


tastes, fashions, ideas, education—among the 
millions. Therein hes the true creativeness 
of adverusing and the foundations of immense 


businesses 
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BRITISH INDUSTRIES FAIR TOOTAL 
London and Birmingham: 27 April-8 May TIES 


Washable and marked TEBILIZED for tented 
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The examples shown on these two pages 
are naturally only a minute selection from the 
work which is currently produced — by 
Crawtords for their eighty national and inter- 
national clients 

The two top cxamples are of posters. The 
others are single advertisements taken from 
newspaper campaigns embodying a continuous 
theme. The repetition of the theme is an 
important factor in creating a state of mind 
in the public which leads to a buying habit. 

Crawiords, though a complete and intensely 
complex international organisation, covering 
every ficld of advertising service, always give 


first place to the creative clement. 


W. S. Crawford Ltd 


Craw fords 233 High Holborn, London WC1 


Telephone : Holborn 4381 
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Agencies tell their stories | (oid pom pace 5 


T. B. Browne Ltd. 
Were pioneers in use of art 
for advertising 


I was the founder of T. B. Browne Ltd., 

Thomas Brooks Browne, who started 
the use of art in advertising and what a 
furore that created! Letters to the press, 
some pransing, some furious. Opinions of 
people in all walks of life vociferously 
expressed 

What was it all about? A> poster; an 
advertisement; a very great oi painting, 
by Millais. It was and is a success story, 
for it sold more of the chent’s product than 
practically any other advertisement ever 
known. It was created over 60 years azo 
yet even to-day it is in the mind’s eye of 
almost anyone you care to ask 

1 lithe hoy sits upon a mossy stone 

Above his beautiful curly head there 

floats a shining multi-coloured bubble. 1 

is the famous “Bubbles” advertisement 

which sold millions of tablets of Pears 

svap all over the world 

The model who posed for “Bubbles” ts 
sull alive, now a retired admiral. The 
agency responsible is very much alive and 
had helped to make many great names 
famous To-day its important chents 
number over a hundred 

During its long and active history as a 
successful advertising agency, this firm has 
repeatedly led the way. First to use art in 
advertising, it was well ahead in- the 
technique of using full colour im adver- 
tising, and was one of the first agencies to 
recognise the value of market research, and 
to know the power of merchandising 
closely co-ordinated with advertising 


C. R. Casson Ltd. 
Seen? Remembered 7 Ac epted ? 


Will it be seen? 
What will be remembered? 
Will it be accepted? 
\' have said all that we are going to 
say before. We say it again, on the 
safe assumption that what ts worth saying 
once is worth saying twice, thrice and ten 
times over These questions, and the 
answers we find to them, sum up our 
whole attitude to advertising 
We vet some wonderful ideas on how to 
improve the product, its distribution: its 
marketing: its selling. But these are all 
thrown in free with the service we offer, 
which is advertising 
In preparing an advertising campaign 
we set ourselves to find honest answers to 
the three questions above. A good answer 
to No. 3 ts at least as important and much 


For Lt.-Col. T. B. Browne, eldest son of 
the founder, who watches over the firm 
as chairman of the Company. and for 
Ronald B. Browne and Claude H. Browne, 
joint managing directors, there ts_ little 
time for dwelling upon the interesting 
history of leadership past and present 
They are much more concerned with the 
future, as is shown by the recent move of 
the Organisation to its new house at 
117 Piceadilly 


* * * 


T. B. Browne Ltd. are delighted with 
their new place of business. How often can 
a great business firm find a building which 
is exactly right for its needs? 

Conference rooms must be spacious for 
an advertising agency, with enough room 
for adequate display; the conference rooms 
at 117 Piccadilly are superb Market 
research and merchandise departments 
both need enormous room space for the 
display of charts, business graphs, posters, 
showeards and photographs 117 has a 
big library which ts ideal. Film projection 
is entirely possible at 117. There ts a place 
for T. B. Browne’s much cherished scheme 
of an experimental kitchen in which every 
type of test can be carried out 

The creative statl has benetited greatly 
by the move. Pleasant smaller rooms were 
ready-made at 117, so that copy writers 
and visualisers work without distraction. 
Artists now work ina large bright studio 
on the top floor 


I. B. Browne Ltd. contidently expects 
from its new position in. Piccadilly, to go 
from strength to strength 


See display pare 6 


These are our tests 


more ditlicult than to Nos. | and 2. it 
means that we have “sold” the firm. And 
since most firms are in business (they hope) 
for keeps, we regard that as a greater 
success than selling some particular product 
that is on hand at a particular date 

We think the way to get trust is to speak 
and behave naturally; not to be forevei 
making larger and larger claims; to be 
decently modest when we have something 
to shout about; to be able to smile at our- 
selves when we get too earnest 

We do not accept that advertisers should 
behave like a row of fairground “barkers” 
each trying to outshout the rest about the 
wonders inside his tent We think the 
advertiser should talk about anything he 
chooses in the space he has paid for — and 
that he and his advertising agent are the 
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only judges as to whether it is “good 
advertising’. 

When we began our advertising for 
Desoutter Power Tools, articles were 
written to prove that only lunatics would 
attempt to “sell to engineers” by such 
methods. It is not the only Casson adver- 
tising that has been widely imitated, afte; 
surviving violent criticism 

To be fair, we must admit that the sort of 
advertising we do often demands a good 
deal of courage and blind trust from the 
poor chent A more obvious “selling” 
approach is easier to get across to the client 
and indeed often “proves itself” by its 
guick selling effectiveness. We can say 
that our plan of building trust will prove 
more valuable in the long run. But we 
can't prove it in advance. 

It has been said that “Casson” ideas 
may work in a limited field under favour- 
able conditions but not when there is a real 
hard selling job to do. That is wrong. Our 
sort of advertising has in practice proved a 
highly effective instrument, selling the 
goods in difficult markets and unde: 
difficult conditions. 

We are not trying to be dogmatic about 
the “right” or the “best™ way to advertise 
We are not “knocking” hard selling 
advertising. We are saying that in our own 
way and on the whole we do a pretty good 
job for our chents. 

Seen’? Remembered? Accepted? These 
are the three tests we make of our work 
and if we get good clear answers we 
reckon we are doing good advertising. 


See display, page 


W. S. Crawford Ltd. 
Staff are inspired by spirit 
of their founder 


Fo oall started in’ March 1914, when 

William S. Crawford, who had descended 
from his native Glasgow to conquer the 
capital, decided to launch his own adver 
tising agency. 

Other than a desk and @ couple of chairs 
in a small rented room at Craven House, 
Kingsway, his assets were a few useful 
accounts gathered in the course of his 
previous activity, ambition, will-power 
and a lot of new and fresh ideas about 
advertising. 

He believed that, forcejully and 
intelligently used, it could seil not ont 
goods, but also new wavs of living and 
thinking and thus form an important 
civilisinge factor in modern society. 

He had also an uncanny gift for selecting 
the right people to help him. The “man 
and-boy” staff with which he began 
included a skinny, bright-eyved youngster 
rising eighteen, who is to-day Hubert 
\. W. Oughton, chairman and managing 
director of the firm since Sir William's 
death in 1950. and president of the Institute 
of Incorporated Practitioners in) Adver- 
tising. Most of the present directors of the 


3 tie - — 
4 —_—, - — ~ 
ie _ ial 
\ 
; / Pi HS Ee 1) Se 
, } 
Ng ' 
7 oe 
tee 
. ee 
.s 
Ba: 
is 
we 
at 
* eee 
an 
Neca 
> - 
_ a 
be” A 
A 
‘ai | Pe 
We 
NS PC 
Lis 
2 ‘ 
a % 
ces \ 
"get 
a 
ix 
ae u 
ae i oh . Ay 
) ae . i 4 4 pas > : 5 « i =e is 6 
oy ae. t at ay ae ’ Se = oS eas ees ee mM ae 
i “? ) _ ii og Ss cae ie Sab Ames ei i rar ee ey ae” slat A is ie: —  , ae 


June 4. 1983 


firm were similarly “caught young” by 
Crawford and grew with the agency. 

And how it grew! It soon became 
imperative for the agency to move to more 
spacious premises, which were eventually 
extended to the present imposing building 
at 233 High Holborn 
designed for the 
advertising agency. 


still the only one 
exclusive use of an 


* * * 


It would require a book rather than a 


brief article to describe only the most 
important campaigns carried out by 
Crawfords, many of which have made 
advertising history. Some outstanding 


examples of them were illustrated in the 
sumptuous Crawford Book published at 
the time of the International Advertising 
Conference in London. This drew flatter- 
ing remarks from the world press on the 


high standard of British advertising in 
veneral and of Crawford's share in it in 
particular. 


The book also gave an idea of how 
complex und complete the 
organisation has become in 
render the fullest possible 
British business. 


Crawford 
order to 
service to 


The executive, creative, research, media, 
technical and administrative departments, 
each covering a multitude of operations, 
are only part of a huge but efficiently 
integrated whole. It also includes such 
important divisions as the large and 
steadily Export) Department, 
whose turnover has sky-rocketed since the 
war, the City division, that deals with 
financial advertising, the film, radio and 
out-door advertising departments, the 
public relations division, covering editorial 
publicity and the whole wide field of 
human contacts, and the agency's associate 
company for industrial design, Sir William 
Crawford & Partners Ltd... which creates 
exhibition stands and vehicles, packaging, 
displays and product designs. 

The best-conceived organisation scheme, 
however, is only as good as the men and 
women who work together to make it a 
living creative body; all who work to-day 
at Crawfords are imbued with the spirit of 
their founder, whose genius is more alive 
than ever in the creations of his successors 


increasing 


See display, pages & and Y 


George Cuming Ltd. 


Creative department holds the 


secrel of SUCCESS 


| ERLECTED throughout the organtsa- 
tion of George Cuming Ltd. is the 
benign personality of its founder, George 
Cuming 
This influence, 
dominating, has 


than 
exerted in the 


pervasive rather 
been 
mdividual 


direction of self-expression 


rather than in the rigid specialisation of 


il Coronation 


functions. Especially ts this so in the 
agency's creative department. Here, in 
the opinion of its founder, lies the secret 
of his firm's success. 

The agency began its career in 1926 
with offices at 125 High Holborn, W.C.1 
To-day the number of accounts ts between 
50 and 60 and includes the Standard Motor 
Company Ltd., Samuel Jones & Co. Ltd., 
The Wilkinson Sword Co. Ltd., Siemens 
Lamps & Batteries, “Hershelle” Models, 
Duckham’s Oils, Sterne Refrigeration and 
the British Ratin Co. Ltd. 

George Cuming Ltd. operate now from 
offices in Davies Street, Mayfair, W.1, and 
comprise a staff with a studio and full 
creative team Present directors are 
George Cuming, A. Mattless-Willtams, 
W. J. Clayton, E. Cuming, B. F. South and 
W.S. Heywood-Jones. 

The firm was associated with the pre- 
paration of the publicity for the biggest 
Post-war event in British motoring — the 
announcement of the Standard Motor 
Company's new model, the Standard 
Vanguard. An extensive advertising 
campaign for the car was prepared with 
the central slogan “Made in” Britain 
Designed for the World”, and this was 
followed by a special series of advertise- 
ments explaming the export policy of the 


Standard Motor Company in- which 


Paul E. Derrick Ltd. 


Sound marketing the basis for ads 


ae the first, Paul Fb. Derrick 

Advertising Agency Ltd. has insisted 
upon the importance of sound marketing 
as the basis for advertising 
Paul F. Derrick was already well-known 
as a marketing expert when he came to 
this country from America to found the 
agency in 1897 


* * * 


In his book How to Keduce Selling Costs 

still worth reading to-day it was his 
thesis that marketing, advertising and 
selling were so closely related that they 
could not be considered separately, and 
that an advertising agency had a duty to 
its chents to ensure that their advertising 
pulled its full weight in a properly co- 
ordinated marketing campaign 

Most advertising agencies would agree 
with this to-day, but at the time and for 
years Derricks was almost alone in this 
belief 

Derricks has had the benetit of control 
by various leading advertising men, 
generally with a marketing bias, and to-day 
the direction of the agency ts in the hands 
of the team which achieved the outstanding 
post-war marketing success — the establish- 
ment of the Biro pen in 86 world markets, 
with the largest advertising appropriation 
of any British pen manufacturer controlled 
from this country 


successful 


In the circumstances it is not surprising 


Year Advertising 


cocktail 
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arresting scraperboard drawings were used. 
Following this a big prestige campaign 
was prepared for the Standard Motor 
Company with the slogan “All that’s best 
in Britain.” Using coloured photographs, 
its purpose was to present the Standard 
Motor Company as the living embodiment 
of the great tradition of quality and 
craftsmanship. This theme was presented 
with specially selected coloured photo- 
graphs of old villages, cathedrals, crafts- 
men and customs. Among the media used 
for this campaign were all the national 
weekly journals including Picture Post, 
Ilustrated, Life International and Time. 


* * * 


The list) of 
shows an 


the company’s accounts 
unusually wide variety of 
products from. coal-cutting machines to 
ladies’ fashions. It is a tribute to the 
excellent relations that the company are 
able to establish with their chents that 
some of their biggest accounts are thei 
oldest. This has been due to the develop- 
ment of a friendly and personal interest in 
the policy and business aspirations of their 
chents, plus a willingness to meet them 
without formality or ceremony 


Sec display, page 12 


ertising that sells 


that among accounts recently acquired by 
Derricks is the Roll-tip pen, a manufacture 
of Penkala Products Ltd. Other accounts 
opened within the past year are DISPEI 
Air-Refresher, already firmly entrenched 
in the wick-deodoriser market, PETS dog 
and cat food, VYKMIN vitamin-mineral 
capsules, Macaulay Batteries and Handy 
Angle Racking. Other substantial accounts 
include Creamola Food Products, Dip 
Permanent Starcher, Minimode Children’s 
Wear, G. B. Kent and Dexter Weather- 
proofs, which has been with Derricks from 
the first. 

Among the important: surveys com- 
pleted by Derricks in the past vear is one 
reaction towards 

sponsorship of alternative television pro- 

grammes and the prospects of the tele- 

vision market generally 

Publications include” the — periodical 
Derrick Digest, and the Derrick Marketing 
Atlas, produced on the well-known Howlett 
principle. This atlas ts greatly valued 
among Sales Managers, and a completely 
revised edition based on the 1951 census 
figures is in completion 

More or less in the 


concerning the public 


words of thei 
( hairman, Richard Coit, at the Dorchester 
party 
iS looking 
in’ the 


to the Press, this agency 
forward to “gomg places” 
company of progressive adver- 
tisers 


Seu displa Puc 13 


Continued on page 18 
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‘Hail to the crown by Freedom shaped to qird 
A British sovereigns brow ! and to the throne 
Whereon she sits ! whose deep foundations le 


In veneration and the people's love.’ 


“ lin 


rh standard Motor Company Limited. Coventry 


nation of Her Mayesty Queen Elizabeth Ef 


A Coronation advertisement produced for the Standard Motor Company Lid. 


MR. GEORGE CUMING will be glad to discuss 
problems relating to advertising and public relations at 


b0, Davies Street, London, Wil. Tel. MA Y four 17.56. 


GHORGH CUMING LTD 


Advertising Consultants 
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Derricks « ¢ 


OUR OWN ADVERTISEMENT AS SPECIMEN? 


Certainly. It demonstrates Derricks taking their own medicine, and 
their process of diagnosis before prescription. 
The Derrick Television Survey posed these questions inter alia ° 

(a) What was the proportion of families favouring the idea of sponsored T.V. programmes? 

(b) What proportion of upper, middie and lower classes were owners of T.V sets? 

(c) What proportion of families rented their sets? 

(d) Which brands of set were most popular, both with owners and potential owners? 

(e) How did a prospective T.V. owner choose the brand of set to buy’ 

(f) Would families spend money in adapting their T.V. sets to receive sponsored T.V.? 


In discovering the answers we learnt a great deal about the potential DER 

of the market. The findings are available to radio manufacturers RICKS 
and others at discretion. 

A sound foundation is the safest basis for advertising expenditure ADVERTISING 


in any field. 258, Westminster Bridge Koad, London, S.E.; 


(Waterloo 4751) 
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WHITE HEATHER 


DE LUXE 
SCOTCH WHISKY 


Downtons 


DOWNTONS LTD., TEMPLE BAR HOUSE, FLEET 
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START with something 
ExTRA! * 


WITH ALL 


Lu Cys ask for f 
car sarrrrre ANTLER 


TRAVEL 


Always say DALM AS 


The Art of 


Persuasion 


The arts of persuasive selling are 
Dishes blest Ald Lrestngs . 


THE ORIGINAL & BEST say pur uw the mow awh 
wATERpROO;, 
FIRST-AID DRESSINGS 


backed by this organisation completely 
equipped to deal with every problem 
in Home and Export Advertising. 


‘mls BETTER VALUE -IN THE BLUE BOX 
, mane e? DAvwa wastes 8 oN ene e320 - Marketing, Sales Promotion, 


Industrial Design and Packaging 


Patenhcuse ¢s Platlet... through SUPPLE STRENGTH 


Elliotts and Exports 


Aish t expand them export 


market Pihotts with more than 


950" SERIES OF BRASS CURTAIN RAILS 


eee te Ree LL ee | 


Elliotts already serve nearly 100 clients, with 


a comple fe service. 


ELLIOTT ADVERTISING LTD., 192 BROAD STREET, BIRMINGHAM, 


TELEPHONE: MiDiand 1747-8-9 (PBX ) TELEGRAMS: ‘VERTISAD.’ BIRMINGHAM 
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Export Advertising Service Ltd 


SINCE 1986, Export Advertising Service Limited has specialised in overseas Campargns 
exclusively, combining a full agency service in London with * on the-spot ~ representation 
and service through their associates abroad. They serve many internationally famous 


export houses by creating advertisements designed for each market 


¥ we 


SMARTWESS LEADS 
10 SUCCESS 


Blue ¢ Gillet 
Blades , 


ne 


~~~ Hercules 


THE FINEST BICYCLE BUILT TO-pay 
| I ed 
> 9 te i EE 


, . . . A me . 
Specialists in Overseas % : Advertising 


EXPORT ADVERTISING SERVICE LTO. 22 OLD BOND ST. LONDON W.! ec TELEPHONE MAYFAIR 8727 
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€ oronation 


Year Advertising IX 


Agencies tell their stories | coniinced pom pave i) 


Downtons Ltd 
Largest art studio of its 
kind in Britain 

hands that 


guide Downtons 


ies 
are those of experienced advertising 


men, but the firm itself is a young one 
having been formed eleven years ago. 
Experience is as vital in advertising as 
the enthusiasm of youth. In this firm the 
two qualities are blended well, and added 
to the mixture is the asset of outside 
business knowledge acquired in industry 
by several members of the organisation. 
The product of this fusion is a quality 
present in the staff which makes pleasant 
their relations with their chents. 

Growing swiftly from a small group, 
Downtons now has a staff of over 100 
men and women dealing with the 
advertising problems of firms in more than 
twenty industries, inciuding chemicals, 
consumer and household goods, electrical 
engineering, entertainments of all kinds, 
industrial services, mechanical engineering, 
pharmaceuticals, plastics, and on to the 
newest of all: radio-active materials. 

As the company grew, larger premises 
became necessary, and Downtons acquired 
the five-storeyed building, Temple Bar 


Export Advertising Service 
Sales promotion overseas is 
their exclusive role 


pati T Advertising Service Ltd. was 
_4 formed in 1937, long before “Exports” 
became the front page news they are 
to-day. Since then the Company has pro- 
vided the normal services expected of an 
advertising agency but has specialised 
exclusively in: publicity and sales promo- 
tion in) overseas territories no home 
accounts are serviced at all. 

In virtually all their operations Export 
Advertising Service work in close associa- 
tion with and through old-established 
1dvertising agencies located in) countries 
throughout the world. 

Thus, Export Advertising Service's 
clients are able to maintain from the 
U.K. full control and direction of their 
advertising in all countries abroad, while 
at the same time retaining a flexibility in 
evecution which has regard to the special 
needs and requirements of the individual 
markets, 

In London, in their new offices at 22 Old 
Bond Street, a fully equipped agency 
organisation iS maintained, serving over 
fifty overseas accounts. The stat? number 
38, and the company provide their clients 
with a complete creative service. The long 
experience which some of the senior studio 
personnel have had in the intricacies of 


House in Fleet Street, where lives every 
part of their organisation From. that 
centre their activities have spread until 
they are now operating over much 
of the world, including the United 
States, Australia, South Africa, and the 
countries of Europe 
Downtons can claim to have the largest 
art studio of its kind in Britain. But more 
important is the fact that all the work 
done there, from the first rough indication 
of creative thought to finished art work and 
photography, is immediately accessible. 

The firm could claim, too, that they set 
a new standard in film advertising, which is 
now widely followed. But what is more 
valuable to their clients is that the brains 
which produced that technique can draw 
upon their experience of appealing success- 
fully to the mass mind. 

If trumpets must be blown to sell some- 
thing, Downtons can blast the brass with 
the best. If it is the cooing of goodwill 
advertising that ts needed, the firm can 
mute the strings to a whisper. Tf it is 
something between the two that is wanted 

and it usually is the whole orchestra ts 
at the command of the client to produce 
the kind of music appreciated in business 
the ringing of the cash register 


See display, pages 14 and 15 


Ltd 


preparing artwork for display in foreign 
countries goes some way towards being 
unique. In addition, of course, they call 
upon the studio resources of the overseas 
firms with whom they work, and often 
chents’ finished production will combine a 
happy blend of the two skills 

To keep themselves thoroughly up to 
date and to provide essential personal links 
with their representatives abroad, Export 
Advertising Service staff, both creative and 
administrative, travel abroad extensively. 

Export) Advertising Service’s most im- 
portant client ts The Hercules Cycle & 
Motor Company Ltd. Advertising for their 
Hercules bicycle is to-day being placed by 
Export Advertising Service Ltd. in) no 
fewer than 90 different countries and in 46 
languages. An indication of the vast 
amount of detail involved in servicing an 
account of this nature is provided in the 
fact that one recent series of advertisements 
necessitated the preparation of more than 
650 adaptations, due to the differences in 
newspaper formats, languages, product 
models, dealers’ names, trade marks, 
figure illustrations, etec., ete 

It is reasonable to say that there are not 
many advertising agencies in London, or 
in the world for that) matter, so well 
equipped for the efficient handling of com- 
plicated, detailed overseas work of this 
nature 

Other internationally famous advertisers 


June 4, 1983 


whom Fxport Advertising Service count 
among their clients include Electrolux, 
Gillette, G.E.C., Vaseline, Liptons, Oval- 
tine and Optrex, to mention only a few. 


See display Ppuge 17 


Grant Advertising Ltd 
lhirty one offices in global 
advertising network 


\\ ANT to sell shoes or spoons or spools 

or spanners in South Africa? Want 
to investigate the merchandising potential 
for cottons in Cuba, the market for mangles 
in Manilla, braces in Brazil or ice-picks in 
India?) No manufacturer need wait long 
for the answer: a complete, self-contained 
office of Grant Advertising, Inc. is on the 
spot to furnish first-hand information, and 
present it with remarkable speed. 

This global aspect of its service makes 
Grant unique among advertising agents 
For Grant International claims to comprise 
the most complete network of wholly- 
owned, fully-integrated advertising agency 
offices on earth. All told there are thirty-one 
offices operating in the key marketing areas 
of the world Together, these offices 
service four hundred and thirty-three 
chents, including such well-known names 
as the British-American Tobacco Company, 
C olgate-Palmolive-Peet, Coca-Cola Export 
Corporation, Dodge Passenger = Car 
Division, the [rish Linen Guild, National 
Airlines, and International General Electric. 

kach office is managed and staffed by 
personnel who are natives of the country 

in which it is established. Thev have a 

close, svnpathetic knowledge of their own 

“home” markets, and the’ added ad- 

vantages of 

which to draw 


world-wide e¢ ypertcence oon 


All offices car establish immediate and 
direct contact with one another, and all 
aise regularly through Grant International 
Division, New York. This organisation 
keeps each office posted on the latest 
developments in marketing, merchandising, 
research and creative techniques. It pro- 
vides the means for prompt exchange of 
vital information, and the passage of key 
personnel, between offices. 

Headquarters of the sterling area is the 
London office, situated in Mayfair. This 
office has recently come under the managing 
directorship of FE. D. Garrott. Under his 
guidance a fully-experienced team of 
advertising and marketing executives have 
planned sales successes on such nationally- 
recognised accounts as Wrigley Products, 
Gold Flake cigarettes, “Calor” — gas, 
Helena Rubinstein hair cosmetics, Andrew 
Weir Shipping & Trading Co. and Hussman 
British Refrigeration. 

The accent at Grant Advertising is on 
research and planned marketing. The 
creative side of the agency is disciplined to 
work within the contines of the problem 
The work ts tested wherever possible, and 
success is measured in the volume of sales 


See display, page 20 
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Havas Ltd 
The story of this agen 
started with pigeons 


MPYHE story of Havas is the story of an 
idea the sale of news as a commodity 

In 1835, Charles Havas, a merchant 
from Oporto, bought up “Correspondance 
Garnier” a concern mainly occupied with 
collecting extracts from all the great news- 
papers of Europe, translating and deliver- 
ing them to the French press 

Havas soon made drastic changes and 
conceived the idea of having his own 
correspondents in the main capital cities. 
By 1840 he had set up a fast service circu- 
lating news through an efficiently run 
pigeon post between London, Brussels and 
Paris 

Among his first assistants were Julius de 
Reuter and Bernard Wolff, both later 
destined to set up rival agencies in Britain 
and Germany. The coming of the telegraph 
in the second half of the century so 
expanded the scope of activity of all three 
that it was not very long before they were 
engaged in a tug-of-war for supremacy. 

Charles Havas’ son, Auguste, decided in 
1856 to bolster the agency's financial 
position by running an advertising agency 
side by side with the news service. 

Although the fortunes of the agency 
were soon to rise and fall as did those of 


France herself, Havas never lost its 


Charles F. Higham Ltd 
It depends on what vou mean 
by a ‘revolution’ 


“§T depends on what you mean by a 

revolution”, might well be the Joadian 
interjection to those who suggest that 
Highams has undergone a revolution these 
last tive years 

One thing 1s plain” the agency to-day 
presents a totally different picture from that 
bequeathed by the late Sir Charles Higham 
It could, moreover, be said that the change 
has been sufficiently fundamental and in 
sufficiently short a time to justify” the 
popular distinction between revolution and 
evolution. As distinct from the popular 
conceptions however it has been both 
bloodless and benevolent 

That it has been progressive and 
successful speaks for itself in the volume 
of new business that has necessitated 
more and more floor space and an increase 

of staff from 78 to 140 since 1948. 

That date is important because it is no 
mere coimceidence that it marks the year 
in which Hugh M. Thornborough was 
appointed managing director of Highams, 
a Highams still restless since the death of 
its famous founder, a Highams moreover 
which had not previously taken kindly to 
stepfathers. 

Thornborough’s internal success quickly 


pioneering spirit. For instance, during the 
siege of Paris, Agence Havas organised tts 
own balloon service and issued jointly 
with Reuters the Nouvelles de Paris par 
Ballon, which gave vital news to the out 
side world of the beleagured city 

Another scoop was the signing of th 

Treaty of Versailles, news of which was 

Hashed to the capitais of the world within 

three minutes. 

Between the two world wars both news 
and advertising agencies flourished. During 
the last war Havas was unfortunately 
stripped of its contacts and 
although the news service became a wat 
casualty, the advertising agency survived 

The liberation brought a fresh start to 
advertising activities. With new personnel 
and characteristic resilience, Havas made 
an outstanding recovery. To-day, the 
agency is a £10 million concern having one 
of the largest marketing and advertising 
organisations in the world. 

There are over 100 branches situated in 
vital spots of the globe, the leading ones 
being Paris, Brussels, Lisbon and, of 
course, London. Each office ts a service 
agency of its own covering a. strictly 
defined area based on the monetary zones 

The result is a truly global service, for 
wherever a market has to be studied, there 
is a Havas man on the spot. to advise on 
local problems, a service which ts in tune 
with modern Britain’s need for export 


overseas 


See display Pure P| 


reflected itself externally with the return of 
several famous accounts which had never 
really been happy away from Highams, as 
well as a steady influx of new turnover 

The agency's approach to the advertising 
problems of its chents is notably more 
scientific and individual than before the 
war, a fact which shows itself in’ more 
versatile presentation. Hence there ts 
to-day no characteristic or typical style of 
Higham advertisement such as once con- 
formed to the well-known copy and 
typographical formula laid down by Su 
Charles. The advertising now put out by 
Highams reflects the personality of the 
product and not of the agency 

The agency's rapid expansion inevitably 
raised the question of a group system 
common to many other advertising con- 
cerns. Instead, however, of a dividing-up 
process Highams chose a unifying one. It 
was decided to continue placing the whole 
of its resources undividedly at the disposal 
of every client, large or small 

On the creative side, for example, all 
fifty visualisers and copywriters operate in 
what might be described as a “pool” 

The present Higham staff is big enough 
to service the largest possible accounts 


without neglecting the small. The organ- 


isational structure is sufficiently flexible to 
incorporate new business smoothly without 
disturbing the service given to existing 
accounts. The team of highly experienced 
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executives is maintained at. sufficiently 
large a number to ensure the fullest 
attention to each of the accounts they 
direct 

The Higham Board of Directors ts under 
the distinguished chairmanship) of Su 
Patrick Gower, ABE. CB, CVO... who 
succeeded Sir Charles Higham in 1938 


See display ? 


pages 22 and 23 


Lovell & Rupert Curtis Ltd 


Has learned the ‘know how’ for 


commercial television 


| OVELL & Rupert Curtis look forward 
4 to the advent of commercial television 
with every contidence, for the agency has 
been far-sighted and courageous enough 
to prepare for it and to make a special 
study of its requirements 

The agency has been working quietly for 
some two to three years developing its own 
film unit and, through this channel, making 
itself acquainted with every aspect of the 
entertainment technique ino relation to 
advertising 

That is the story behind the recent 
remistration oof its subsidiary company, 
Lovell & Rupert Curtis (Films & Tele- 
vision) Ltd. 

On the day of its birth, the new company 
became a very active component of the 
services offered by its parent. Possessing 
its own film unit complete with studios, 
cameras, projectors, art) director, script 
writers, art and general staff! and, above 
all, knowledge and experience, the parent 
company is now able to give its chents a 
first-rate service in an important and fast 
developing advertising medium 

In this spirit of enterprise is doubtless to 
be found the secret of the agency's success 
in winning the lastiag confidence of its 
chents, 

When the present joint managing 
duectors formed their agency in 1933, 
they started with one well-known national 
advertiser as a client who had confidence 
in them and “took a chance”. That client 
is theirs to-day with his confidence full 
vindicated, 

“The growth of Lovell & Rupert 
Curtis Ltd. is the result of a steadily 
increasing number of advertisers on 
whose behalf the efforts of our agency 
have proved successful,” said one of tts 
directors. He went on to say that — “every 
office added, the development of each 
department, the enlargement from time to 
time of the staff all have been achieved 
out of the turnover of the business. No 
capital unrelated to the business has been 
used to build up this fully-equipped agency 
In regard to the staff, from the senior 
executives to the ordinary member of a 
department, we have a good crew of en- 
thusiastic and intelligent people whose aim 
is their own success through the success of 
the agency a sentiment which governs 
our relations with our chents” 


See display, page 25 


Continued on page 30 
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The Story of |'/. 


How 


did they 
WRIGLEY’S CHEWING GUM 


know right) Tore-introduce a famous name and product 


a bright display, a strong, simple message. (above 
Readership surveyshave tested this appeal toChildren 


t hese Whar cigarefres will you have,Ben 7 


wes 


advertisements 


would work? 


EACH ONE OF THESE Campaigns has been 

designed by Grant Advertising, London, to 

solve a particular set of marketing problems. ‘ILL GOLD FLAKE 

Elsewhere in the key markets of the world, -they always taste good!” 
4 r 


thirty other wholly-owned, integrated Grant 1S en Ayo 


£ 
Offices are doing the same thorough job tor 7 
433 Clients. It as true that no other Agency ‘ ow 
on carth has as many experienced eyes on as ,— 


many markets of the world as Grant nora 


GOLD FLAKE 


‘ , 
more prompt and thorough means for the CALOR’ GAS 


Informative advertising 


GOLD FLAKE CIGARETTES 


exchange of information. This clear direct appeal 1 such as this has contni- 
combating increased competition buted to the steady 

That, in tact, 1s the secret: with the from mass-market cigarette ' growth of Britain's 
brands. Now! largest “*no-mains” gas 


latest research, marketing and creative tech- 


HELENA nuBinsternn (NE Of these New Cookers suppliers. 
4 Complete with "Calor Gas 
Hair Cosmetics. Within a few 


; weeks after this Campauwn was ittings 6 damit 
committee of each Grant office can substitute ropa,” aa et api ~iete a 6 £3 
4 ‘ ce ude “a ‘ a ‘i ‘ we 


niques at their finger-tups, the planning 
COLGATE 
* Plus cost of mstallation and gas Br oe h le ss 3 hai ditied 


Cream. A precisely 
, suppl 
fact for guesswork. ‘There is a tested reason _— ( timed topical news tie- 


. up gave an extra fllip 
| er rath ‘C ALOR'G BS iicatr nereiccd sates 
Color-tint Hin CLOSE SHAVE FOR 


sey BLACKPOOL’S FAMOUS 
WINGER 


“The Secret is 
sate Brushless” 
= Colgate Lng hile 


STANLEY MATTHEWS 


behind every recommendation — they know 


their advertisements will work. 
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ADVERTISING LIMITE D 


% Grosvenor Street, London, W.1 
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Pwo-colour advertisement in ‘Cram ne me \ 
for’ a Master's Vi lu Records 
” — — ng Play I . Double spread trom 12 page tu olour Trade Brochure tor Dunloy 
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tM 
3 REIGNS 


the Higham Organisation has been, and still is, 
responsible for the Advertising of many world 
famous concerns. We are particularly proud 
that a number of them have retained our 
services for nearly the whole of that time— 
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GOOD NAMES GO TOGETHER 


Pumas <(B> Kays  “cannor/ 


ce, = 
BICYCLES & COMPONENTS ELECTRICAL EQUIPMENT FOR OF WORCESTER GAS COOKERS 
MOTORCYCLES & BICYCLES & APPLIANCES 


OLEX Penfold Springs Giemico 


PAINT BRUSHES COLF BALLS LEMON CHEESE & JAMS HOUSEHOLD CLEANSER 


AYR ESLE 


MOTOR CYCLES 


CRAMPS & VICES 


> 


A 


OO wets 
4 Cinwimcnam ) 
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BANDSAWS & BANOFILING 
MACHINES 


DARES 


BREWERY 


wtih. 


LAWN MOWERS 


) MONITOR | WEST MIDLANDS 


GAS BOARD 


BONNY BODICES- MENS, INDUSTRIAL & AGRICULTURAL LCoS 4 
WOMENS 4 CHILORENS GARMENTS PRESSURE APPLIANCES JOHN ENGLAND TRUST CLUB 


aa a 
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CYCLES & AUTOCYCLES ROAD SIGNS MACHINE TOOL DISTRIBUTORS 
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FRANK AS ay 
BRYAN alecsa ARMSTRONG 


BRITION WEST AFRICA MENG & LADIES GLOVES FANS FURNACES a FORGES BICYCLES 


HOFFMANN & COMPANY (ADVERTISING) LIMITED 


Incorporated Practitioners in fdvertising 
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WHEN ONLY THE BEST 1S GOOD fNOUGH 


fiat righ es 


with LUSTRON 


" Mother was e bit enuious when I wanted « 

toon as I hed left school She didn't bm 

about permanent waving. % she asbed a rope 

tresser and he edvined Lustron 1 could . 
that hairdresser becouse he and | ustron have worked 
wonders with my hair Irs 00 cary te fasmom Ever 
John, whe used to tease me shout my str 

looks at me with 

that my hair wasn't always 

Joho i tahing me to the theatre, my fret occasion in 
an imagine how thrilled 1 am 
and I anew my hau will look just lowely 


ching wear, so you 


Rntedeceerre trian HESTON 
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~ Tale of Two 


ry 

Tombstones 

by Hector Powe 
HILE visiting one of my 
City Branches the other 
day, I found quite close to 
Lincoln's Inn the remains of an 
old bunal ground Part of « 
had been turned into a child- 
ren’s playground and that, in 
turn, had suffered at the hands 

of Hitler's bombers 

But facing the roadway were 
still a few tombstones. One in 
particular attracted my eye; it 
had been cut in 16035 and was 


still remarkably legible) Next 
to mM was a late Victorian 
specimen 


FROM ALL CHEMISTS 
1'6 ren TURE 


Tet PROFESSIONAL Between these two stones lay 


4 great gulf im artistry and a 
pertect lesson on what is good 
i a piece of creative work, The 
letter of Charles I's day was cut 
by a craftsman with innate good 
taste it had beauty, dignity 
and clarity The same could 
not, | fear, be sad for its 
newhbour 

Now without suggesting that 
the taloring of clothes is re 
motely connected with the art 
wf cutting letters on a piece of 
stone, there is a comparison 
Anything w' has good taste 
has a messa 
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Agencies tell their stories | Continued from pave 19 


Mather and Crowther Ltd. 
How 106 clients are served 


from Brettenham House 


." DAY Mather & Crowther Ltd. 

employ 263 people, deployed over 
23,000) square feet on four floors in 
Brettenham House by Waterloo Bridge 
They have 106 clients ranging from £1,000 
to over £300,000 a year. The firm is 103 
years old. 

Chairman of the Board is Fb. L. Mather, 
grandson of the founder: vice chairman, 
Gordon Boggon: managing — director, 
brancis Ogilvy: directors: Tom Morison 
(media, research and costing): Sir Francis 
Meynell, R.D.1.: Carl Priedmann (over- 
seas); Stanhope Shelton (creative and 
print); Donald Atkins (exhibitions and 
labour relations); Guy Mountfort (mer- 
chandising). Fach director, in addition to 
running at least one department, directs a 
number of accounts. The accounts are 
managed by thirteen account executives: 
Jimmy Cameron, Helen Cheney, John 
fulleylove, Ernest Lough, Luke Mahon, 
bred Oppe, Pat Paterson, George Playfatr, 
Jack Proudfoot, Neville Robinson, Jimmy 
Stratton, George Willis, and Norman 
Young 

The business of an advertising agency 1s 
advertising. Over one-third of the staff ts 
in the creative and media departments. 
Creative has tive groups (headed by Harry 
Jones, Dick Usborne, Catherine Street, 
Goldie Goldsmith, and Fred Aspinall, 
each with a copy chief with assistant writers, 


an oart) director with visualisers, and 


Cecil D. Notley Ltd. 
Clients chosen as carefully as 


clients choose agen 
‘4 


YECIL) D. Notley Advertising Ltd. 
C celebrates its 2ist birthday this year, 
though it is suspected that it had the key to 
something from its earliest moments. 

In 1932 C.D. Notley, after experience in 
advertising as lively as it was various and 
as tough as it was lively, started a one-man 
show of his own on a shoe-string, or £200 
borrowed from his mother. 

In 1983 C.D.N. heads a business with 
seven directors and a staff of 110, which 
looks after the very varied interests of 
some forty accounts, ranging from the very 
large to the quite small. This ts in no way 
a one-man show, either creatively or 
execulively and vet it as, with all) its 
departments, a recognisable development 
from the days when ©. D. Notley carried 
out every function single-handed and paid 
his wages from one pocket ito another 
on Friday night. 


typographers. The groups share in com 
mon the services of finishers, art buyers, 
readers, and so on. The media divisions 
(home press and magazines under George 
Osborn; outdoor, films and radio under 
Joe Gardiner) are grouped together, and 
alongside checking, vouching and accounts 
under the Company secretary, Ronald 
Jennings. 

For chents who want more than straight 
advertising M. & C. offer a full service in 
merchandising (Bill Heard); — research 
(Graeme Cranch); printing (Arthur Brook 
and Gerald Lansdell); exhibitions (bric 
Aldhouse); and public relations (Sam 
Heppner). And now for television! 

M. & C. handle their substantial over- 
seas turnover” through — thei 
Division, with its own media department 
(under John Read), and through associate 
houses all over the world. Carl Friedmann, 
director in charge, has hand-picked them 
all and regularly goes the rounds. 


Overseas 


Most of M. & C.’s business is in domestic 
accounts but the list includes Australia, 
Canada, New Zealand, South = Africa, 
Jamaica, United States, France, Holland, 
and Israel. M. & C. have never specialised 
in any particular category of accounts 
though they have had more than their 
share of co-operative campaigns, starting 
with “Bat More Fruit” in 1923 and con- 
tinuing since with nuts, timber, cement, 
steel, concrete, coal, fish, electricity, 
oranges, grapes and dates. During the 
last war and afterwards M. & C. handled 
a volume of British Government adver- 
using 


See display, pages 26 and 27 


The business has had a corporate per- 
sonality and a very characteristic approach 
from its foundation, although Seven Men 
now conduct it instead of One, the other 
six being N. H. Pritchard, P. M. Edgell 
and M. Pleydell-Bouverie (account execu- 
tives), R. Jenkins (art director), Lindley 
Abbatt (copy director) and D. A. Deas 
(Company secretary and accountant). 


The best way of finding out about 
Notleys from a client’s point of view the 
only point of view that matters — is to talk 
to some of the clients. The next best way 
is to see some of the advertising the agency 
is doing and has done, an inquiry which 


can be started in this very copy of 


ADVERTISER'S WEEKLY. If you were to go 
into the thing thoroughly and = chrono- 
logically, you would tind Notley advertise- 
ments for Sanderson of twenty years ago, 
for Waring & Guillow of nineteen years 
azo, and could travel forward via BLP. 
(1935), Clarks shoes (1936) and Canadian 
Pacific Railways (1938) Notley accounts 
are faithful to The Observer's latest 
campaign in the Radio Times. You would 
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also tind the pioneer examples of many 
ideas which other people practise (not 
always so well) to-day, notably the light- 
hearted approach to a technical product 
for Punch and other papers of general 
readership. 

Notleys are a specialist agency. They 
specialise in individual advertising in a 
field bounded on the north by steel, beer 
and lingerie, on the south by lighthouses 
and nylon, on the east by socks, electricity, 
British Humour and glass, and on the west 
by life assurance, wallpaper, shoes and 
screws. They choose their clients as 
carefully as their clients choose them. 


See display, Pues 28 and 29 


Osborne Peacock Co. Ltd. 
Founder Declined Offer of 
d Knighthood 


YEORGE ROYDS wrote, of the late 

Jtdgar Osborne, “He was one of the 
pioneers of modern = advertising. His 
missionary work amongst non-advertising 
manufacturers has never been suitably 
acknowledged by our business. Perhaps he 
made a mistake in confining his activities 
chiefly to Manchester and the North. 
However, it is stupid to criticise his policy 
because he was one of the most successful 
advertising men of his period...” 

It is a fact that Fdgar Osborne, who 
founded the Osborne-Peacock organisation 
in 1907, lived to see his Manchester 
advertising agency among what were then 
the four biggest— in terms of turnover — in 
this country. That was in the early twenties 
Teddy Osborne (and this is not generally 
known) had declined the honour of a 
knighthood soon after the first world war, 
thereby failing to secure himself a place in 
history as one of the select company of 
advertising knights. 

To-day, O.P’s Manchester office ts 
probably outside London the — largest 
agency in the U.K. and, since the last war, 
O.P. London has expanded at a steadily 
increasing face. The company also 
maintains offices in Glasgow and Belfast 
but each of its four branches functions 
with entirely separate and self-sufficient 
creative untts. 

O.P. London office during the lifetime 
of Edgar Osborne, sometimes non-existent, 
sometimes operating within limitations 
was reorganised and carried on as a 
moderate sized appendage to Manchester 
during the thirties; in 1941 it was bombed 
out and the attenuated staff given asylum 
by T. B. Browne. 

At the end of the war, the London oftice 
opened up again under the direction of 
W. E. Osborne, son of the founder. “Bill” 
Osborne became O.P. chairman in 1948 
on the death of Albert Fryers. Since 
then, while O.P. Manchester has continued 
to flourish under sexagenarian director 
W. J. Harrop (known to every advertise- 
ment director and space salesman in Fleet 
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Street as “Walter”) and Godtrey Hope, the 
London units have shot ahead 

Associated with Osborne, several younger 
men in the London organisation have 
contributed to this rapid expansion. 
Executive direction, which at present falls 
into two main groups, is in the hands of 
J. B. MeGowan and Hugh Lloyd James, 


Rooster Publicity Ltd. 
First-class industrial photos 
are d spec ialits 


OOSTER Publicity was founded in 

April 1945, and started business at 
Crown House, Aldwych, in that vear 
Owing to the bombing the agency was 
soon forced to move to Peterborough, and 
eventually took over the beautiful 17th 
century manor house Walton House 
which it still occupies. 

During its early years, Roosters were 
mainly employed on instruction manuals 
and other material for the Admiralty, War 
Office and Ministry of Supply, with Press 
Advertising for the Mitchell Group and 
other Companies. Roosters made a study 
of the steam generating and mechanical 
handling industries exhibjting their work in 
the first Mechanical Handling Exhibition 
held at Olympia 1946. 

To satisfy the heavy demand for first- 
class industrial photographs, the Company 
developed a progressive photographic 
section and it 1s believed that they were the 
first advertising agency to employ mobile 
photographic units working to planned 
itineraries all over the British Isles. The 
agency's industrial photography stands 
to-day in high regard 

In September 1952 Roosters sent their 
chief photographer, C. B. A°Court, to lead 
a photographic team in India. The team 
took all its own equipment and one of the 
Company's vehicles, and after tive months 
returned to the United Kingdom with 
hundreds of photographs of 
industrial development and British plant 
and equipment in India, having travelled 
over 11,000 miles 


first-class 


It is understood that this is the first 
time that such a journey has ever been 
successfully completed on the — Sub- 
Continent 
Roosters are now planning to cover 
other overseas territories, in particular 
Africa and South America 

The agency is still under the personal 
direction of Jack Peers, while Alan 
Albinson directs the studios. About 65 
people are employed, and the London 
Office is at Tavistock House, London 
W.C.1, under the management of J. S 
Wilkinson. To provide a better service for 
their clients in the North East, Roosters 
have recently appointed Peter Doig as 
manager of their Newcastle office. 


The Company is a fully recognised 
advertising agency and now handles over 


31 Ceronation Year 


both of whom joined the board a tew 
years ago. Recently, creative control in 
London has been assumed by 
Ballam 

Early this month, O.P. London moved 
into new premises, a large building in 
Albemarle Street. 

; 


See display, pute *) 


Harry 


100 press advertising accounts. It has a 
high reputation for full colour work 
Roosters owe their name to the famous 
Rooster Club of Jesus College, Cambridge, 
and Mr. Peers has a fine collection of 
ornamental “Roosters” in his possession 


See display, paves 34 and 35 


Taylor Advertising Ltd. 
Industrial advertising Wo job 
for the specialist 


fp RE is no easy way in industrial 
advertising. The agency that takes on 
this task must, if it is to excel, be run by 
those who have a flair for ut. To grasp 
readily the technicalities of an industrial 
product with which one may not be 
familar, and to sift through often a com- 
plex‘ mass of such detail, calls for a degree 
of patienee not always allied with a creative 
mind. 

The agency has also to study the 
individual problems and habits of thought 
of a variety of different sections of poten- 
tial users. 

In short, industrial advertising is a job 
for the specialist. That, at any rate, was 
the view that inspired the formation of 
Tavlor Advertising Ltd. in \944 
BX Plastics was one of Taylor Adver- 

tising’s first “big” accounts. The agency's 
work for BX quickly :esulted in other well- 
known companies transferring their ads er- 
tising to the same agency 

Contemporary with BX Plastics came, 
among other accounts, British Industrial 
Solvents, Litd.. The Expanded Rubber 
Company Ltd., and the Distillers Company 
Industrial Group. This was the start of a 
snowball growth which ts increasing as 
more and more the telephones ring with 
calls from prospective clients who have 
been “recommended ©. 

To-day, Taylor Advertising Ltd., serve 
some forty to fifty industrial advertisers 
In addition to those already mentioned, 
these include names as well-established as 
Venesta Ltd. (Packaging and Plywood 
Divisions), The Aerograph Company 1 td 
(spray painting equipment), International 
Meehanite Metal Company Ltd. (high duty 
iron castings) and Dexion Ltd. (slotted 
angle for constructional use). Yet still the 
list grows. Keith Blackman Ltd. (indus- 
trial fans) D. & C., and William Press Ltd 
(oil refinery and chemical plant construc 
tional engineers), and Cape Asbestos 
Company Ltd. (brake and clutch linings 
and asbestos insulation) and others, have 


ADVERTISER'S WEERLY 


Advertising 


been added to Taylor's list) of chents 
within the last few months 


Although relatively young as an agency 
andin spirit, Taylor Advertising is collec- 
tively mature in experience, its three chief 
directors, Francis Boots (managing direc- 
tor), Maurice de Jonquiéres (copy director), 
and Douglas Wray (art director), having 
behind them many successful 
advertising practice. Together, these three 
form a well-balanced team at the head of a 
highly competent staff 


years of 


See display, pare 33 


Tibbenham Publicity Ltd. 


New ideas are hased on hard 
prov incial experien “4 


a” 19458, Don. A. Tibbenham decided 
that he would open an advertising 
agency in London in) addition to. the 
Norwich Agency he had co-founded 14 
years earlier and before he was 21. After 
considerable planning the agency started 
operations on January 1, 1946 


Mr. Tibbenham believed there was 
room in the competitive field of London 
agencies for an agency team who reall 
understood the needs of the mass of con- 
corms that: had never emploved expert 
advertising help. Tibbenham Publicity 
offered new ideas based upon experience 
in the hard provincial school, plus 
personal and enthusiastic service. 

The agency made rapid progress and 
was soon admitted to the Institute of 
Incorporated Practitioners in Advertising 
Specialised knowledge of agricultural and 
technical advertising soon brought many 
accounts in these spheres, and as the agency 
team has expanded an ever-widening 
range of chents has been obtained. 

From a single room in 1946 to two whole 
floors at 244 High Holborn by mid-19S51, 
the agency now serves over SO clients, most 
of whom are leaders in their respective 
helds of industry. Among these are such 
well-known names as: James Walker and 
Co. Ltd. (industrial packings and jointings), 
The Rely-a-Bell Burglar and Fire Alarm 
Co. Ltd., Farmers Mutual Insurance 
Society Ltd., Avon Insurance Society Ltd., 
The Wholesale Textile Association Ltd., 
Hleetway Table Wringers, Stonehill Furni- 
ture Ltd., Phoenix Timber Co. Ltd., and 
Hancock Oxygen Cutting Machines 

libbenham Publicity Ltd. believes in a 
thorough searching out of facts and 
figures, meticulous planning, a courageous 
policy, and then bold and clear present- 
ation plus a touch of personality. To put 
its chents’ products in the public eye and 
to keep them there economically is one of 
its aims 

Mr. Tibbenham ts also joint managing 
director of the 
Willsmore and 


associated Agency of 
Tibbenham (Norwich) 
Ltd). with which close liaison is maintained. 


See display, page 36 


Continued on pave 44 
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Aircraft and knitting wools... 
fabric and flip... 
chocs and the B.B.C... 
a small mixed bag from some of 


the current OP campaigns 


je rtm makes the heart grow fonder 
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... and standing up 


- to anything! 
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A FEW OF THE 
ACCOUNTS 
WE SERVE 


The Aerograph Co. 
Ltd. 

Spray Painting 

kguipment 


British Industrial 
Solvents 
Industrial Chemica 


BX Plastics Ltd. 
Plastic Materia 


on site... 


thermoplastics ? 


The Cape Asbestos 

Co. Ltd. 
Friction Lannes and 
Insulation 


Dexion Limited 
Constructional Unit 


Crawford & Co. 
ee. 
t nd Fe 
I wagers 
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‘An Agency Specialising in Industrial Advertising 
TAYLOR ADVERTISING LIMITED 
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The Distillers 
Psrans yp, 4 = 
ndustri ? 

Expanded Rubber 
Co. Ltd. 


Expanded Rubber and 
Bboms 


TAKING IT 
ALL ROUND.. 


International 
Meehanite Metal 
Co. Ltd. 

High Duty tron 
Cast x 

Sidney G. Jones 
Ltd. 

M J Mintle 1 " 


Peerless & Ericsson 
Ltd. 
Mechamea!l Mixers 


Steel Scaffolding 
Co. Ltd. 
Builders Equipment 
and Scaffolding 


Thames Plywood 
Manufacturers 
Ltd. 

Plywood 
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Venesta Limited 
Plywood and 
Packaging Material 
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HE NEW WONDER 504 


“TIBBENHAW PUR IGUCHOIY IUD. 


eds one neat re: BANDON, W.C.1. Telephone: HOLborn 8074 (3 lines) 
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FOR 
ADVERTISING 
THAT 
TELLS 
AND 
SELLS 


ie public sees un amazingly varied selection of goods in the shop windows of 


Britain. Very few of these shoppers can realise how great a part the Wholesaler 
plays in making the products of hundreds of factories available to the Retailers. 
The W.1T.A. Wholesaler sees the products of many manufacturers, 
disregarding those not up to standard. He makes his selection, buys well in 
advance, and therefore aids the steady flow of production. He becomes the 
Stock-keeper for the Shopkeeper. He buys in bulk and distributes in small lots. 
He acts as a buffer in rising and falling markets. Both the Manufacturer 


und the Retailer receive invaluable service from the Wholesaler. KEEP YOUR pagouct tw ly 
- 


BETTER TRADE through your Wholesaler 


THE WHOLESALE TEXTILE ASSOCIATION, 75 Cannon Street, London, E.C.4 
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A fine city, NORWICH 


Pull’s berry, pictured here 


, Was the ancient w atergate through which the 


COMMERCIAL 


Caen stone was water-borne trom Normandy goo years ago to build the 
beautiful Cathedral seen in the background But the mellow charm of 


DERS ancient buildings is not the city’s only attribute—on the other side of the 


coin is a thriving business lite fostered by such great organisations as the 


Norwich Union Insurance Societies To millions of people at home and 


IN beyond the seas, ‘ Norwich >) synonymous with an unsurpassed insurance 


service to meet the many hazards of present-day lite 


EASTERNENGLAND | NORWICH UNION 


INSURANCE SOCIETIES, NORWICH Ff 


Branches aid Agencies the yhout the World 


ee 


WATS MORES TIBBEN ANISM DI: 


FREEMAN HOUSE, LONDON STREET, NORWICH. Telephone: Norwich 23277 (2 lines) 
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SOLID FOUNDATIONS 


PTET U TUCO ECOE OEE 


Our Symbol of St. Georges Church was chosen to 
represent the “ Solid Foundations” on which all our 

y advertising campaigns are planned. We make sure, 

before a single inch of space is booked, that the founda- 

tions on which we seek to build are sound. Our system 

of basic planning ensures a complete knowledge of all the 
governing factors covering the intended market, the product, 

and the audience. Only thus can we create a selling plan, 

with a new and unusual angle designed to produce increased 

sales economically. We belteve very sincerely that this ts the 

right way to handle advertising. We will not experiment 
with a chent’s appropriation, nor will we consent to work in 

the dark. That ts why our present clients have implicit con- 
fidence in us. We are content to be judzed by the success of the 
campaigns that we plan and create. May we say, m all honesty, 
that if we do vot already handle the advertising of a competitive 
product, we would welcome an invitation from any company of 
repute who may be contemplating a change in advertising plans. 
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TOWNEND-SMITH & HARDY LTO. 


Incorporated Practitioners in Advertising 


ST. GEORGE'S HOUSE + 15 HANOVER SQUARE +- LONDON + W.1 
Telegrams : HANOVAD «= PICCY —§ LONDON Telephone: MAYFAIR 4847-9 
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WETHERDAIR 


A ful 


B Full page furnishing trade pres 
prevtous to mational advertising in 


PARA CTHES 


Cc Quarter page, national mas 


‘ sointe 
D // in. triple column, national news 
papers 
E 4 in. double column, financial pres 


CHARLES WALLS & PARENERSLED 
MORLEY SIEREET. BRADEORD 
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REGISTERED PRACTITIONERS IN 
ADVERTISING 


with a quality v0 high that it is to carry a 
3 pears’ wearability Ouarantee — 


Examples of creative work for 


five national accounts from the 


North Regional Agencyof 


CHARLES 
WALLS & 
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LIMITED 


BRADFORD 
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IF YOU HAVE A DIRTY JOB 


if you are a mechanic, 
printer, painter, engineer, 
(or a white collar man who likes 
to tinker with bee car) Or Carry 
out any kind of job that 
results in grimy hands — 
you need 


HAND CLEANSING JELLY 
NIAIN 


1 OROPHY 


BIG SIZE TUBE 2/6 
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ADVERTISER'S WEEKLY Coronation Year Advertising 


Another 
admirable 
ad. for 
Parsons 
Chains 
the best 
ad. in 
the book.” 


PARSONS CHAIN CO LTD. STOURPORT ON SEVERN woacs 


° Ti 
| clea Advertisements are like people 


they can work or be lazy, 


be liked or disliked, 

look smart or shabby, 

achieve success or obscurity 

They should have winning personality 
originating from a tundamental idea 
and cultured by sound judgment 


and experience 


WILKES BROS. & GREENWOOD 
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ADVERTISER'S WEEKLY 


‘This sketch ts) ex 
tremely natural It 
shows the product nice 
and wrinkled (as. it 
must get when being 
put on) and just about 
how a women stands 
when she ts pulling an 
undergarment over het 
head. The headline says 
“Neat to myself Ef like 
Vedonis’ and the lady 
is looking up and smil- 
ing while the garment 
isstillonly half way on, 
and it won't be quite 
next to her skin tor 
another half second 
not until, indeed, you 
have read the headline! 

Where the product 
iS a Woolly vest Cas dis 
tinct from a sheer nylon 
sip, for example) Vd 
support) Vedonis and 
give them marks for 
their sincerity.” 

Full marks for sincerinn 


° 
BY POLLARDS 
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INCORPORATED PRACTITIONERS IN ADVERTISING. FRIDAY HOUSE, 39 CHEAPSIDE, LONDON. £.C.2. 
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The time has come, 
the Walrus said, 
to talk of many things: 


SHOES (Dolcis Shoes ) 


SHIPS Ihe Cunard Steam-Ship Company Ltd. 
| pan 


SEALING WAX (well, .. not sealing wax, 


but Hermeseal draught exclusion ) 


CABBAGES (if you want to market a 
branded cabbage we'll tackle it for you ) 


KINGS (The Goldsmiths & Silversmiths 


Compan Crown Jeu cllers) 


...to which we might add, still in Carroll’s vein — 
Of Lollipops and Lingerie, 

Power Tools and Ales, 

Of Dyes and Draughts and Danish Eggs, 
‘ — <q cic 


Curtain Tapes and Rails 


All these and many more are advertised by The Winter 


Thomas Company. This is a medium-size agency which 


prides itself on the sincerity of its purpose, the direct 


application of advertising practice to the problems of selling. 


Managing Director: Claude Simmonds, A.1.P.A, 


THE WINTER THOMAS 
COMPANY LIMITED 


INCORPORATED PRACTITIONERS IN: ADVERTISING 
30/31 Great Queen Street, Kingsway, London, W.C.2 
HOLBORN 5346 (8 lines) 


Telephone 
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onation Year 


Agencies tell their Stories | continued from pave ¥1 


Townend-Smith and 
Hardy Ltd. 
Agency team ‘who's who’ of 
executive specialists 


|] NDER the well-known house symbol 
of St. George's, Hanover Square, 
Townend - Smith & Hardy Ltd., was 
founded in 1938 by Isern Smith and Brian 
S. Townend, formerly directors of The 
Winter Thomas Company. It has always 
been a “Mayfair” agency with a policy and 
a reputation for quality. Its clients, large 
and small, are in the top rank of their 
respective trades 

During the war the Hanover Square 
organisation moved to Conduit Street, but 
earlier this year, Townend-Smith & Hardy 
Ltd. returned to Hanover Square and now 
occupy the 3rd floor suite in St. George's 
House, previously occupied by part of the 
J. Arthur Rank Organisation. 

The return to Hanover Square ts yet 
another mark of progress in this agency 
since Hilbert Hardy joined forces with 
Brian Townend in 1950 and took over 
financial and managerial control on Brian 
Townend’s retirement. A bold vigorous 
approach to the realities of hard selling 
and of creating for specialised products 
new and better markets can be said to 
have more than justified itself by the fact 
that clients have trebled since 1950. 

In line with its policy and growth, the 
agency has built up an executive team of 
experienced specialists. These include: 

H. A, Whitney, AJ.P.A., production and 
media director. Previously a director of 
Tudor Advertising and with over 35 years’ 
practical experience at 
agencies. 

4.G. Salter, outdoor advertising director, 
Previously General Manager of Wide 
Publicity and with Streets. 

Peake Lenton, copy director. Formerly 
executive of Curzon International Ltd., 
and with 30 years’ agency experience. 

D. A. Kelsey, art director. Late Group 
Art Director of Masius & Fergusson and 
formerly with Highams 

J. C. Cort, chief visualiser. Previously 
art director of advertising division, Rex 
Publicity, formerly of McDonalds. 

D. H. Pexton, F.S.A.A., Financial 
Adviser and Senior Partner of Pexton, 
Goodley & Company, accountants. 

Philip Hardy, M.S.M.A., research direc- 
tor. Formerly general manager to the late 
Sir Robert Donald's publications and 
managing director of Anglo Overseas Press. 

Hilbert Hardy, AU.P.A., chairman and 
managing director, is also the merchandis- 
ing, export and campaign director of the 
agency. Since 1926 he has had a progres- 
sive, all-round career in advertising —on 
the client’s side, with the Press and in 


other leading 


agencies. Returning from six years’ mine- 
sweeping Operations and direction, with 
the rank of Commander and the Royal 
Naval Volunteer Reserve Decoration, 
Hilbert Hardy joined Taylor Advertising 
for two years as chairman and joint- 
managing director before directing his own 
agency. 

With this balanced team — in experience, 
in reliable service and in enterprise — the 
agency of Townend-Smith & Hardy Ltd 
makes its contribution to advertising 


See display, page 38 


Charles Walls and 
Partners Ltd. 
Yorkshire agency W ith London 


standards ‘yardstick’ 


MPVHE agency founded by Charles Walls in 

l Bradford, under the style of Charles 
Walls & Partners Ltd. is a provincial 
agency that has taken the “London 
Standards” of planning and 
designing as its yard stick. It is a matter 
of pride that these standards should be 
maintained in the servicing of all accounts 
large and small. 

Charles Walls is a 
learned his job with leading 
agencies before going North mn 1936, and 
it is a natural result that the agency uses 
the internal systems proved successful by 
this experience. 

The standard of creation, production 


service, 


Londoner) who 
London 


{dvertising ADVERTISER'S WEFRLY 
and detail work is high, and in this, Mr. 
Walls freely acknowledges the agency's 
fortune in assembling a team, relatively 
young in years, yet seasoned in practice... 
no fewer than six of the senior executives 
have London experience behind them. It 
is possible to over-stress the importance of 
this fact, yet it does ensure a breadth of 
outlook when handling a national cam- 
Paign together with a nice understanding 
of the problems applying to local adver- 
tising. 

Fach director has his specific function in 
the smooth running of the organisation, 
working in close liaison with his colleagues 
and the staff. The good tone and harmony 
prevatling ts an essential pre-requisite in the 
production of creative work, 

The steady growth of the agency in a few 
years, and the importance of the chents in 
this wealthy West Riding of Yorkshire who 
use and appreciate its services, are a tribute 
alike to the results achieved, and to the 
appreciative co-operation of the firms 
concerned 

New business almost always comes 
from recommendations, for no contact 
men as representatives are “out, getting 
business” 

The agency is fully recognised, handling 
public and trade press advertising at home 
and overseas, marketing and sales pro- 
motion, printing, display and direct mail 
In fact, it provides a complete service 
embracing all facets of modern publicity 
from a team werking under ideal con- 
ditions in premises (they were pres iwously 
used as a school) particularly suitable for 
agency needs 


See display, page 39 


Wilkes Bros. and Greenwood Ltd. 


Proud of its record in 


laun hing new products 


PPFHE development of many advertising 
I agencies in the teenage years of this 
century was due to activities in space 
brokerage and contracting, but this was 
not so in the case of Wilkes Bros. & Green 
wood Ltd. 
1918 to create advertising and sales pro- 
motion schemes for clients of Wilkes & 
Company, the printers who did so much to 
improve the standard of typography, 
presentation, and design of advertising 
printing in the early days. 


* * . 


The agency prospered and grew until in 
1939, when it became 
connections with the 


This agency was founded in 


“of age’, it was 
decided to. sever 
associated printing company so as to be 
uninfluenced by any associated enterprise, 
and thus free to be an independent organi- 
sation of Incorporated Practitioners in 
Advertising. 
In this agency the emphasis has always 
been on maintaining a high standard of 


creative work with the theme that “every- 

thing begins with an idea” and “if it’s 

worth doing... its worth doing really 

well!” 

W.B.G. have been responsible for many 
outstanding 
suceesses, 


advertising and marketing 
They are particularly proud of 
their record of achievement in introducing 
new products, nursing them through the 
vital stages of development, seeing then 
chents ultimately gain leadership in their 
particular branches of industry and thei 
name become household words, To-day 
the comprehensive services of this agency 
cover every requirement for the advertiser 
both at home and abroad, activities in- 
cluding national and trade advertising, 
market research and analysis, sampling 
and direct mail, packaging, print, display, 
house organs and exhibition — stands 
Fechnical and mail order accounts are 
both taken in its” stride, because the 
Organisation includes qualified specialists 
in these two fields 

W.B.G. have not been influenced by the 
“migration to the west: they have been 
in their present offices situated in Cheapside 


Continued on next page 
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ADVEKTISER’S WEEKLY € oronation 


since 1931. The building is on the site of 
the famous Mermaid Tavern and facing it 
is the tree with its own freehold for life 
They feel that the square mile of the City of 
London, the traditional home of many ot 
the pioneer merchant adventurers re 
sponsible for the development of this 
country and commercial growth of the 
Empire, is stllba worthy place to house the 
enthusiasm and enterprise of modern 
advertising practitioners 

The agency believes that advertisements 
are like people: they can work or be lazy: 
be liked or disliked: look smart or shabby 
achieve success or obscurity. They must 
have personality engendered by right 
approach, sound judgment and, above all, 
orminality 


See display pages 40 & 41 


Willsmore and 

Tibbenham Ltd 
Norwich agency places faith in 
‘planned marketing’ 


YTARTING a provincial advertising 
N agency requires prodigious — pluck, 
perseverance and pounds During the 
widespread depression of the 1930's such 
a venture was fraught with especial mis- 
givings and even misunderstandings. — It 
is Said that only the “game tish swim up- 
stream”. Advertising men, however alert 
and aggressive, practising and preaching 
publicity in the provinces twenty-odd years 
ago, were more likely to sink than swim 

That, at least, was the conviction of 
certain newspaper proprietors when W. Eb. 
Willsmore and D. A. Tibbenham had the 
temerity to open offices in Norwich. But 
they were undaunted and success rewarded 
their enterprise 

Last) vear they celebrated the 21st 
anniversary of the formation of thei 
company, 


* * & 


Pastern England is a large and com 
mercially important area Agriculture 
predominates, but the diversity of trades ts 
far greater than os generally realised. At 
Norwich, boot and shoe manutacture 
thrives and expands. There are also in the 
territory many products renowned all over 
the world, such as mustard and marmalade, 
sweets and silks, hobbies and haberdashery, 
boilers and brushes, tractors and thrashers, 
feeding-stulfs and fertilisers, manganese 
and mowers, furniture and truit trees 
Indeed, the list of goods, like the serpent 
with its tail in its mouth, ts endless 

Insurance, with its universal and mani- 
fold benefits, distinguished by an tlustra- 
tion of Norwich Cathedral for stability as 
its characteristic trade emblem, ts world 


Agencies tell their stories Continued trom previous page 


Year Advertising 44 


famous, earning dollars and “invisible 
exports” for the good of the country and 
community 

Willsmore & Tibbenham, Ltd., with 
offices in London Street, Norwich, is a 
self-contained agency. With a staff of 20, 
is has an up-to-date studio and production 
department; experienced executives; and 
artists of Outstanding ability. Service is the 
keynote of its success. Personal attention 
to chents and campaigns a real on-the- 
spot service creates and retains the 
contidence so vitally necessary to produce 
lively, yet dignified, advertising that tells 
and sells 


* * * 


The policy of the company has remained 
intrinsically the same to be of genuine 
assistance, technically and professionally, 
to all classes of advertisers, small or large: 
to promote and enhance the ethics of 
advertising; and, above all, to spend 
clients’ money wisely and well to. the 
advantage of all concerned 

Sound, economical advertising is the 
yardstick by which all publicity ts ultimately 
measured, A new advertiser, with limited 
resources, can be smothered at birth if 
induced to over-spend in the early stages. 
On the other hand, a big producer, with 
adequate plant and distributive facilities, 
might well suffer if he failed to “follow 
through”. For these reasons, the Norwich 
agency places its faith, fearlessly and 
without favour, in “Planned Advertising”, 
a feature incessantly emphasised in its own 
promotion propaganda 


See display page 47 


The Winter Thomas 
Co. Ltd 
Wide range of technical 


and consumer accounts 


gp Winter Thomas Company operates 
over a wide and varied field. 

Its technical and consumer accounts 
encompass every sphere of modern trading 
and commerce, from the — industrial- 
exemplified in the technical advertising 
produced for the Balfour Group of 
Companies to the feminine, shown in 
the work carried out for Dolcis Shoes 
and the expanding group) of Wallis 
Fashion Shops. 

The agency was started in W117 by the 
late Ralph Winter Thomas, one of the 
pioneers of modern advertising, and 
founder member of the Advertising 
{ysociation, as well as of the Institute 

of Incorporated Practitioners in’ Adver- 
tising. 
The present chairman is R. G. Pye, 


JUNE 4, 1953 


F.C.A. Day-to-day control is the responsi- 
bility of Claude Simmonds, who reached 
full cycle with his appointment last year as 
managing director, for his first copywriting 
job was with this agency after he came 
down from Cambridge, where he gained 
first-class honours in the History Tripos 
His work at the Board of Trade as 
Director of Public Relations during and 
after the last war is still gratefully remem- 
bered by many journalists. On leaving the 
Board of Trade he carried out his wish of 
obtaining first-hand experience of industry 
by spending two years as sales director of 
Harris Lebus Ltd., the largest furniture 
manufacturers in the world. 

Also on the board with him are Fraser 
Garioch, W. P. Keeffe and Ivor Webber, 
all with wide and diverse experience of 
advertising and publicity 


* * * 


Among the agency's accounts are British 
Hermeseal Ltd., the Cunard Steam-Ship 
Company, Dolcis Shoes, Thomas French 
and Sons Ltd., The Goldsmiths and 
Silversmiths Company, Pickering’s Canned 
Produce Canners Ltd. 

Phe advertising produced for the Cunard 
line is graphite and straightforward, telling 
the story, in word and picture, of the 
luxury and ease of life aboard a trans- 
atlantic liner. 

Dolcis advertisements appear regularly 
in the class and popular women’s maga- 
vines, and in newspapers, for special 
campaigns. Five times a year, the agency 
produces the Dolcis Dispatch, a colourful 
house magazine. 

Ihe agency has handled copy for The 
Goldsmiths and = Silversmiths Company 
since 1931, presenting the beauty and 
craftsmanship of precious jewellery and 
silverware in elegant, restrained, but 
telling advertisements keyed to the tradition 
of dignified selling that characterises the 
famous Regent Street firm 

Pickering’s canned peas, on the other 
hand, are put over in the trade and con- 
sumer press with direct, ingenuous gusto. 
Targeted at the family and the millions 
the advertising is built around the activities 
of the Walt Disney-ish Pickering Pixies, 
and employs jingling rhymes, puzzle 
pictures and punning slogans, with type 
and artwork to match. 

Thomas French and Sons Ltd. have been 
chents since 1938. During these vears, and 
particularly since the end of the last war, 
consumer, trade and technical advertising 
for their famous “Rutflette” curtain tape 
and runways has appeared almost all over 
the world. The agency has produced two 
“Rulflette” publicity films and has designed 
both periodic and permanent “Rutfette™ 
exhibition stands at home and overseas 
Winter Thomas recently launched 
“Rufflette” advertising in the U.S.A 
and Canada 


See display page 42 
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STAPLES PRESS 


printed this 
“CORONATION PORTFOLIO’ 
an example of 
their 
CONSISTENTLY 
HIGH STANDARD OF QUALITY 


PRINTING 


STAPLES PRESS LIMITED STAPLES PRESS INCORPORATED 
Mandeville Place London Wi] 70 fast 45th Street * New York 
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by the Proprietors, BUSINESS PUBLICATIONS, LTD., at their 

180, Fleet Street, London, E.C. 4. (Phone: Chancery 8844) 

June 4, 1953. Printed England by Staples Printers Limited at their 
Great Titchfield Street, London, establishment. 
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SHEERNESS 


WESTGATE 


ot —~ MARGATE 
HERNE BAY pincHINGTON BROADSTAIRS 


RAMSGATE 


ROCHESTER 


GILLINGHAM 


CHATHAM 
SITTINGBOURNE 


FAVERSHAM CANTERBURY 


IN] ain SANDWICH 


FOUR MORE PAPERS join Associated Kent prosperity and form a first-class market for 


Newspapers from Ist July, bringing even more consumer goods and services of every kind. 
intensive coverage of this sharply defined area of These nine influential newspapers should be part 
Kent. The wide variety of occupations in this area of every hard-selling schedule. And acceptance of 


have one common characteristic : all enjoy a solid an order guarantees insertions in all newspapers. 


CHATHAM STANDARD (Tuesday tid.) NORTH-EAST KENT TIMES (Tuesday !}d.) 
KENT HERALD (Wednesday Id.) EAST KENT MERCURY (Thursday 3d.) 
ISLE OF THANET GAZETTE (Friday 3d.) EAST KENT GAZETTE (Friday 3d.) 
KENTISH GAZETTE (Friday 3d.) HERNE BAY PRESS (Friday 3d.) 


CHATHAM, ROCHESTER & GILLINGHAM NEWS (Friday 3d.) 


TRADE DI SPLAY (Ordinary Positions ) $0/- per single column inch Rate Card operative from 1st July, 1953 


AUDITED NET SALES | ? 4d 3 Sp OWEPKLY 
LARGEST IN KENT 


ASSOCIATED KENT NEWSPAPERS LTD 


Group Accounts Office : Advertisement Representatives : 
30 High Street, Chatham (Chatham 2213) E. W. Player, Ltd., 30 Fleet Street, 2.C.4 (Central 2786 
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ADVERTISER’S WEEKLY 


A Campaign 
in itself ! 
THE 


HOME COUNTIES 
HEWSPAPERS GROUP 


CIRCULATING THROUGHOUT 


BEDS 
HERTS 
BUCKS 


A.B.C. NET SALE 


over 126,000 copies 


PER TRADE 
S/COL 45 = «(FLAT 
INCH 

Represented in London by 


RATE 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street, EC 4 Central 1960 


Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 

Manager: C. W. Gilde- 


STIRLING 
OBSERVER 


series | 
(A.B.C. 16,263) 


COVER CENTRAL 
SCOTLAND 


Rates from | 
Will Kitchen Jr. Ltd. 


13] FLEET STREET 
or publishers 40 Craigs, Stirling 


| 
| 
| 


| 
| 
| 
j 


‘Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “* Multilith’’ and Rotaprint Users 


interested in is SPEED COMBINED WITH RELIA- Pp H N 


BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, 
friendly, personal attention to every detail... 


The only kind of speed that our customers are 


phone Strand Litho. 


157 


@ Continued from page 453 
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CECIL KING ATTACKS THE PRESS COUNCIL 


In a recent neriod only 3 per 
cent of all British newspapers 
took their whole ration. We have 
not taken up our full quota for 
a long time 

“The price is stil] high, but so 
is world demand, and it is not 
thought that the price will 
decline further to any appreci- 
able extent, unless there is a 
recession in trade in the United 
States.” 

Attacking the Press Council as 
“an entirely unacceptable com- 
promise,” Mr. King said: 

“It was never very clear what 
the idea of this Council was, but 
as time wore on, it has evolved 
as a body on which the Mrs. 
Grundys of the stodgy Press will 
make disaporoving noises at their 
gayer and more prosperous con- 
temporaries, 

“On the body us at present pro- 
posed, it is likely that the popular 
press, which numerically is the 
press, will be represented more 
or less adequately by about five 
spokesmen, while their more 
dreary competitors, London and 
provincial, will enjoy the support 
of the remaining twenty 

“When this body comes into 
existence it is. therefore likely 
that it will frown on ‘sensa- 
tionalism, which usually only 
means big type, or pin-up girls 
and crime stories, while passing 
lightly over their own sins of 
timidity, snobbery, political bias 
and imaccuracy. 

“Personally, | would judge that 
the Council is doomed to futility 
hefore it starts, and it was with 
that conviction that we voted 
against it when it came before the 
Newspaper Proprietors Associa- 
tion.” 

In his Pictorial report, Mt 
King referred to the competition 
faced by his companies 

“The circulation of a news- 
paper is the essential foundation 
on which all else depends, and | 
am sure you will be glad to know 
that your paper increased its sale 
by 200,000 over twelve recent 
months and is now in the second 
place in this country and in the 
world. We are not, however, 


EX 
TERMINUS 


2691/4 


THE STRAND LITHOGRAPHIC CO. LTD. 


FARRINGDON ROAD 


LONDON g.¢.4 


resting on our laure!s and I hope 
to be able to report next year an 
even higher figure. 

“The higher sale enabled us to 
effect a small increase in our ad- 
vertisement rate in February this 
year. In spite of this increase 
our columns are fully booked— 
perhaps because our square inch 
per 1,000 rate still shows a 
smaller percentage increase over 
pre-war than tha¢ of any other 
Sunday paper. 

“The Daily Mirror sale is up 
and has touched its highest level 
since the increase in price to 14d. 
We are hopeful that this increase 
can be maintained in snite of 
increased competition both from 
the rejuvenated Sketch and from 
our ever-brilliant and resource- 
ful contemporary, the Daily 
Express 

“Our interests include, as you 
know, a third main newspaper 
property in Reveille, which has 
grown since 1947 from a sale of 


puz ret HS 


Elizabelb | 


ADI AB 10S 


1 literary motif was chosén for the 
Coronation window display of the 
Caxton Publishing Co., Ltd., in 
Street, Hanover Square 
London, Wl, the centre piece of 
which is shown here 


George 


Furnishers gel 
their ad. code 


Retail furnishers now have a 
code of advertising practice 
Prepared jointly by the National 
Association of Retail Furnishers 
and the Retail Trading-Standards 
Association, it invites the co- 
operation both of the trade and 
of newspaper advertisement man- 
agers 

Among the practices” con- 
demned by the code, particular 
emphasis is laid on misleading 
descriptions. For instance, furni- 
ture made of elm veneered with 
oak must be described as such 
and not as “oak.” 


Also condemned are fake 
“marking down” of prices, and 
the window display of furniture 
as the “last in stock” when there 
is, in fact, more in stock 

Ihe code has been sent to 
more than 3,000 retail furnishers 
who are members” of — the 
N.A.R.F 


under 100,000 to something over 
3,600,000. In the past year its 
profits were lower because of in- 
creased publicity costs. This was 
due to the lively efforts of the 
Weekly Overseas Mail and ot 
Tit-Bits to muscle in on our 
market. That Reveille has no 
cause for complaint at the 
measure of success which its 
competitors—-or shall I say imi- 
tators--have had is evident from 
the circulation figures 1 have 
quoted, which represent an in- 
crease of 550,000 on the year.” 

Slight falls in profits were 
reported by both companies, but 
the chairman spoke of “massive 
financial strength.” 

Mr. King said of the future: 
“Anything may happen in this 
uncertain world but, as far as we 
know how, we mean to maintain 
your company’s position as a 
partner in the largest and sound- 
est newspaper enterprise in this, 
or perhaps any, country.” 


Golf 
‘Poppinjays’ 
invitation meeting 
at Laleham 


Thirty-two golfers took part in a 
successful invitation Coronation 
meeting of the Poppinjays, at Lale- 
ham G.C. on Saturday. Results: 
Singles Medal—Helen O'Poppins 
trophy: J. W. E. Blanch (85-14 
TI): runner-up, Frank Gough 
(94-21=73), who also won the 
Barlow-Lawson trophy for leading 
Poppinjay founder and the Rai- 
ment cup for best score of handi- 
caps 18-24; J. W. Hibbitt, G. 
Nightingale, E. Sellar and T. Rai- 
ment won third prize with a net 
74, and W. Gale and A. H. Harris 
fourth prize with net 75. Three 
hidden holes: Arnold Bentley. 
Foursome v. bogey—Bentley and 
R R. Richardson; runners-up, 
Blanch and Alec Brown; 
third, G. Edwards and Sellar; 
fourth, L. Barlow-Lawson and J. W 
Burgess. Hidden holes: Blanch 
and Brown, and W. Gale and 
Frank Gough, 

Prizes were given by: W. J. 
Chappell, Stanley Longstaff, Vic 
Gardner, F. Gould, FE. G. Steel and 
J. W. E. Blanch. The meeting was 
ably organised by “Tony” Harris. 


Amateur stage 
“Petticoat Fever,’ a lively comedy 
about love complications in 
Labrador, presented by Watecrlow 
& Sons Lid. Amateur Dramatic 
Society was good entertainment. 
Derek Shaw as the wireless operator, 
won full praise. His speech and 
movements were well-timed, 
actions good and diction 
Edgar Lawes, the clergyman, 
Len Carver, the manservant, were 
well in character. The rest of the 
cast gave good support although 
Victor Locke, as Sir James, seemed 
inclined to over act. A realistic set, 
good effects and lighting helped Ken 
Lewis greatly in his first production. 
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JUNE 4, 1953 505 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 405. per display panel inch. | 
AT ONCE APPOINTMENTS WANTED. 3s. per line, 35s. per display panel inch. All other 
l A classifications, 4s. per line, 45a per display — Misimum. 5 lines, Box No. 
DISP Y ARTIST charge, one line plus 9d. covering postage, Series rates on application: MERCHANDISING 
with ability to create Props and Cards 
for 


advertisements under seven insertions MUST ar “PREPAID. Address “Advertiser's 
| Weekly,’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Fx. 25). MANAGER 
MODERN WINDOW DISPLAYS 


—- -" — man, - APPOINTMENTS VACANT With the ever-increasing importance 


merchandising as an agency 

93-95 Clarence Road, London, E.5 Situations Vacant: “The ¢ of answering these advertisements must we a mediumeued 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment — Progressive agency require 
SPACE SALESMEN required in Mid- | Agemcy if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive | a thoroughly experienced man to 
lands and Northern Eng'and for local unless he or she, of the be pted from provisions of the act in this capacity. The successful 


the 
displayed media. Must be capable of | Notification of Vacancies Order 1952.” applicant will probally have had 
carning substantial income Excellent 


many ycars agenmy experience m 
opporiunity for persons with initiative campaign planning, plus wide prac- 
Write tical knowledge of distribution, 
Box 4698 Ad. Weckly 180 Fleet St BC 4 


v ) B 6. particu arly to the chemist. He will, 
EXPERIENCED VISUALISER AND J ( ) ) through the agency, advise the 
LAYOUT ARTIST required by Pro- C. bd LYTLE Advertising LTI chent on pontof«ale; consumer 
gressive ~—_ Write giving full de- and retailer reactions; rescarch, 
tails and salary to . > wi "st id ¥ 
Box 4544 Ad. Weekly 180 Fleet St BC4 are adding to their staff of ctc., be will sugsen ideas for now 


Merchandising promotions he 
ARMSTRONG SIDDELEY MOTORS 


h n in their Technical will also feed information to the 
ave Vacancies ne. e < . 
copy team and sit y 
Publications Department for Technical ma ‘ , - a ! Pe on group 
Writers and Illustrators. An adaptable | mncusaet = nly first~lass men 
and capable writer with a mechanical o 


e holding down a job 
mind could pick up the. technical side nature, should apply, 
of the job which is concerned with gas 


¢ L Stating Age, past record, etc. to 
turbine eng nes Apply in detail to a ou en 
Reference HP3, Personnel Manager, | Box 4778 

Armstrong Siddeley Motors, Coventry 


; ; - 4 Advertiser's Weekly 188 Fiest 61 ECS 
“Ee wy. ae wok. Reo | If you can produce out of the rut designs for all forms 
i of advertising material, and seek more scope for your LETTERING ARTIST ccaurcd by Com 


= : | ial Ss < 

EVERETIS are looking for two or three | ability. Write, giving full particulars to : aye Bayt yg FE Fy, 
good young layout men wit about | for reproduction Excellent 1 
4 years sound agency experience to . ‘dé at ty ee se 
work on a number of. interesting The Art Director, my ee aeanomsliaued 
accounts. Please write to the Studio | — — ; 
Manager, Everetts Advertising Ltd, 10 c. J. Lytle (Advertising) Ltd., LETTERING ARTIST required by Wem 
Hertford S:reet, London, W S L rove nenaey — sauing age, experi 

SAREE eased tr cea ‘Wea ie 2-3 and 4 Dean Street, London, W.1 Be ee PD ons cn re 
Studio good opporiunity for keen : - om 
young artist Crest = x lic 7 Ltd, 76 


New Bond Strcet, ROsvenor | THERE ARE JUNIOR VACANCIES TOO SPACE SALESMAN 
bat. — — —— | with drive and experience plus 
NIO} ‘ ND) 

TUPVEIST). required. for” Advertisement | comeé ens are tone Ge 

artment b padin ondo rub- - 
— Sh LB. pase a aaa PUBLICITY ASSISTANT to assist Pub SHORTHAND TYPIST. Interesting on commission basis of 18 per cent 
but some knowledge adver‘ising desir- licity Manager of an Engincering firm | position with leading Exhibition and The right man will have a first-rate 
able Write AM’ AD DEPT prepare layouts, catalogue sheets, ctc., | Display Organisation W1 district opportunity with a growing concern 
Box 4768 Ad. Weckly 180 Fleet St EC4 preferably able to produce finished Salary according to experience. Write Box 4779 
lettering. Interesting and varied work. | full particulars to Advertiser’ 

Birmingham district. Full details, ex- Box 4784 Ad. Weckly 180 Fleet St BC4 ertiser’s Weekly 180 Fleet St EC4 

perience, elec. to | 

Box 4692 Ad. Weekly 180 Fleet St EC4 


' SOME INTERESTING executive appoint- 
A Lp 8 iGHLY EXPERIENCED A LARGE 


ments are soon to be made w the 
NOTLEYS PUBLIC ITY EXECUTIVE is wanted 
y 


: Publicity Department of a well-known 

enginecring rm on Merseyside clectrical manufacturing company whose 
Must possess experience in preparation WEST END AGENCY products are nationally advertised 

of catalogues, placing advertising and Essential requirements include: educa- 

. general publicity matters Organising ‘ tion to A.A. Diploma standards; some 

require a ability essential. Only men of high requires — wr experience (preferably Agency); 

calibre need _iaen. stating age, €x- good appearance and pleasant per- 

perience, sala e sonality Residence in London, Man- 

Box 4733 Ad Weekly 180 Ficet St ECA T chester or Leeds area preferred Write 

wo Ssis an in confidence to Box % 6K), Cental 

TYPOGRAPHER _News Ltd. 17 Moorgate, EC.2 

A good steady posi:ion awaits a A t CLASSIFIED ADVERTISEMENT 

PRODUCTION MAN. who finds ccoun MANAGER for Trade Weekly, ex- 
? ? vty 3 essential Write fully to 

ym 4783 Ad. Weekly 180 Fleet St BO4 


himself handicapped and wants to 


. 
with some years eagle scam VM 


rienc qualified Agency experience essen- 
agency expe ence tial, D.A.A. an advantage. Holidays, Applicants, aged 20-25, whose 


to work on technical | | or commencing date by arrangement National Service should be 


Process Engravers have 


Write in confidence, stating salary completed, should have had three vacancies 
advertisements and required to approximately 2 years agency 


Box 4780 training. Salary according to DISPATCH CLERK 
print work Advertiser's Weekly 180 Fleet 81 EC4 ability and experience, Write, 


giving details of experience and PROCESS ORDER 
PRINTING: Man 


thoroughly expericnced 
e in all branches, required to. take CLERK 
charge of small plant which is capable Box 4792 
of considerable expansion Real op- 
portunity for a keen enthusiastic Advertiser's Weekly 186 Fleet 81 ECE and 
Please write person with good knowledge of typo- 
graphy and appreciation of quality - . 
printing Salary plus share of profits ELLIOTT BROS. (LONDON) LID., CLERK to h dl 
have immediate vacancy for ThCH- angie 
or telephone for North London ave = : 
Box 4790 Ad. Weekly 180 Fleet St BC4 NICAL ADVERTISING EXE TIvet 
with sound engineering education and TYPESETTING & FOUNDRY 
appointment to t good knowledge of industrial applica- 
Provincial firm of Screen Printers tion of instruments and control equip 
M a F B F d | Sao hag iv a ment pam will eee = ——_ Good f 
f a tion of technica! Icaficts anon wit ooGc wages tor 
r atiar SHOP PRODUCTION MANAGER advertising agents and technical press g experienced 
Must understand all branches of Write giving ful! details of posts held men 
C. D. NOTLEY ae a A . a etc, 10 Box A.W.340, c/o 191 | 
fullest particulars and salary cxpected - Gresham Hous - 


ADVERTISING LIMITED in first instance to | aay Ee DEPARTMENT psig espe 
Box 4793 with clothing experence e CA 
15 HILL STREET Advertiser's Weekly 180 Fleet 81 EC4 Large organisation with advertising | City 7178 i 
depariment in London requires a man y 
age approximately 2“ to WW) with ex- 
GROsvenor 8911 PHOTOGRAPHIC ARTIST draughtsman perience of advertising men’s and 
requireg, suitable for producing engi- women's clothing Thorough ground OULTDOOR ADVERTISING EXECU. 
neering illustrated spares and instruc- ing of general advertising practice and TIVE = required Encractic and ex- 
tion books, wg district. State ability to work as a member of a perienced Sees prospects Appy in 
expericnce, agc, and wage team are essentia str est confidence to 
Box 4773 Ad. Weekly 180 Pleet St BC4 | Box 4788 Ad. Weekly 180 Fleet St BC4 ' Box 4785 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


salary required, to 
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CLASSIFIED ADVERTISEMENTS 
We have to be | ROLES & PARKER LTD 


Situations Vacant: “The ot answering these advertisements must 

choosey ee be made through a Local Office of the Ministry of Labour or a Scheduled Employment a rapidly expanding agency hand- 
a oo applicant is a man aged 18-64 inclusive or a woman aged 18-59 — ling high quality publicity re- 

unless 

We want another senior account a, e a "of Ve e Order — provisions © | | quires two first class men for 

executive, but we have to be their Creative Department. 

choos y because we specialise 


YOUNG LAYOUT VISUALISER 

in technical advertising That 

t who has probably spent 4 or 5 
mean that applicants must | | ee ee ee 
combine all-round germ. IRST CLASS COP : WRI | ER studio but has aspirations aS a 
ability with genuine tiger wen visualiser, He would initially be 
ge milf oe ye — + . —— aoe ag lege wang ~ a 
two strings to your DOW, oa t d | d L d | outs from visuals both for Tech- 
ilk to a chent (at board level) wan e in a ea ing on on | | nical Publications and the Press 
more or less in his own language, and it is hoped that he would 


. . 
initiate your own ideas and then P bl h iI later be able to tackle more crea- 
see a job right through, then we u is ing ouse Ww : 


tive work. A quick worker who 
should like to hear from you | can produce highly finished lay- 


WRITE stating age, details of An exceptional opportunity awaits a creative outs is required 

educ — expers to date Copywriter of first class experience. The position PRODUCTION MAN 

ype coclicraggeae . offers a very good salary with really excellent who is used to compiling and 
GEOFFREY DADD LTD., prospects to a young man of good education and producing all types of printed 


‘ literature and can edit technical 
“Ww ees som Road, . . : 
eee x : _ d marked ability. Our present staff are aware of our copy. A sound knowledge of 
utton, Surrey P P . vy Sse 
desire to fill this post. All applications will be typography is essential. 
dealt with at high level in strict confidence. Write Both these are permanent pen- 
| nee . : sionable appointments, and ap- 
engineering export journal. A large giving full particulars of age, salary required to plicants should write stating age, 
and promising territory trom Suffolk ‘ full details of experience and 
to the Scottish border will t allow — i - ‘ 
ine man why expecricnce anc | Sdiary requ re¢ oOo 
cieg Sity ase of & pemsieaey Box 4781 - Advertiser’s Weekly - 180 Fleet Street - London, E.C.4 Secretary, Roles & Parke: 
quality n view of the atfea to ; g P. 
residence at @  centra Lid., Rapier House, Turnmill 
desirable = introd oh iz Street, London, F.C.1 
pan i ec cle cal dustry . — . , 
A a eee” “Write in | EWO FIRST-CLASS ARTISTS required. » SECRETARY for Publicity Manager 
amen ‘ gi ing fullest pers | ()) experience of = scraperboard q) Efficient worker able to read proofs 
pe Be ater ’ » e experienced lettering and still life and with interest in advertising te- 
° Peg oe A verses Studio Corot, 7 Noel Street, W.1. quired Age immaterial to applicant ey quand. Contactor in Ww. — 
Organwations Ltd, 6 r avendish Place, GER 3758 d Toeole . HOLY’ append — 1 Ais yn Phone PAR 86452 for 
oo > —e . : epho W861 Or write 
London, SW ‘ PROCESS ENGRAVING Inside Con- Bon 4787, Ad. Wee kly 180 F tabby St EC4 ippointment 
FIRST-CLASS LETTERING ARTIST: tact with right personality and ex > INVOICE TYPIST required by London 
also good Artist Studio Manager re- perience required by an old-established VOUCHER CLERK. Young lady, 17-19. (West End) Advertising Agency. Som 
quired, Five-day week. Paid holidays City House. Good opportunity for the | preferably with some experience & knowledge of advertising preferred but 
starting this year right man. Write stating full detads to able to type, required for agency not essential. Hours, 930 to §.30. N 
Box 4704 Ad) Weekly 180 Tleet St BC4 Box 4782 Ad. Weekly 180 Fleet St EC4 voucher dept Write to Scott-Turner Saturdays Canteen facilities Salary 
; & Assoc. Lid., 17-18 Dover St. W.1., according to ability. Apply Secretary 
oF phone Miss Isted. REGent_ 0481 Basil Butler Co, Ltd., 44 Hertford 
A LARGE INDUSTRIAL MAIL Order S:reet, London, W.. 
house covering every phase of British 
Industry with a mailing list of over 
300,000, has a vacancy for an Adver- 
| tising Manager with knowledge of in 
IN THE dustrial merchandise, capable of pre- NOTLEYS 
Paring catalogue, obtaining new lines 
Placing print orders and writing copy 
Catalogue ig «produced bi-monthly i 
’ 
WOMEN S PRODUCTION DEPT. Those with suitable qualifications are require 
invited to write, stating age, experience 


and salary required, to 
OF Box 4800 Ad. Weekly 180 Fleet St BC4 a first class 


G. S. ROYDS LTD. pond VISUALISER 


with fashion sense 

Required by medium-sized to join group 

London Agency, for work ‘ 

h : rt nit on — rg ayes ge working on 
accounts. Must be able to - 

there is an opportunity edapt and qask-up, and advertisements 

have some knowledge of displ ial 

for another experienced typography. Write, giving ne Sane aE. 
details of age, experience 

p d 7 and salary to: e 

roduction woman. eedinias Pn chage acts aia Please = or telephone for 
appointment 


Write to Miss Fielding REUTARLE, EXPERIENCED SPACE J. E. DIBBS 


NORTHERN REPRESENTATIVE 


wanted by publishers of an electrical 


for officially 
sponsored municipal publications in 


London 3 out rl- 
at 160 Piccadilly, W.| ee eee || eens ane 
. . ms 4 yt - 4 ia 
Y> : ’ Fullest wenstrae Nol Sem anne anal ADVERTISING LIMITED 


cants only Linton Publications, 104 


li e ience Watling Avenue. Edgware 15 HILL STREET, LONDON, W.! 
t ARTIST / DESIGNER (cither sex) required 
outlining exper ! RTIST DESIGNER (cither sex) reauitsd GROsvenor 0911 
creative, good letterer and capab'e of 
Producing first class designs of all | 
kinds Write Stating approximate | ARTISTS. Rolls-Royce 
salary required to Personne! Officer, : r 
Transparent Paper Limited, Bridge Artusts. Knowledge of reproduction 
Hall Mills, Bury, | methods an advantage, Excellent con 
WRITERS required by a West End | ditions and prospects S-~<day 
studio must be skilled in the speedy Also 2 or 3 Juniors for training 
showceard and small poster styles specimens (returnable) 
State salary | deiails of experience j 
Box 4789 Ad. Weekly 180 Fleet St BC4 | Manager, Rolls-Royce Limited Derb: y 
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CLASSIFIED ADVERTISEMENTS | 
| If you are seeking an 
STUDIO IRWIN LTD. 


| —_ 
have further vacancy High-class Advertising and 


for a first class COMMERCIAL COLOUR | A DV E RT | $ | N G Sales Promotion 
STILL LIFE | —_ MANAGER Manager 


required in Studio by London f “d ability (N 

M.LAMA. of proved ability (M.1.A.M.A.) 
ARTIST firm of designers and printers. at present publicising high 
ree += gpm var hm seeks change which offers class products distributed 
oun men wi prov ihity ° 9 - y . , 
: deten chameards, oun, || greater [scope for iability throughout the world 


position for the right man. labels, etc. Send samples of e} Please contact: 


Only fully experienced reproductions to FIRST CLASS IDEAS Sen Gv? 
Aitita deed aeale. James Haworth & Brother Ltd. COPY AND LAYOUTS Advertiser's Weekly 188 Fleet St EC4 
Write for appointment giv- Rosendale Works, Chase Side, 


h ’ N14 e 
ing full particulars to SoG SAOTOR Journalist, Ex - editor, FREE LANCE SERVICES 


ARTIST (either sex) for Diack and white 
MANAGING DIRECTOR process work. Must be first class Expert all phases of ae fy —- ge My - 
letterer and capable of producing high : penn hn sn ty . . 
STUDIO IRWIN LTD. quality work from rough sketches for Production, Press and ie e Rerecasty comuet 
packaging lesizns rite, approxi : 4 ; ate on 
IRWIN HOUSE, GOUGH SQ. LONDON, E.C.4 mate salary requiced to Personnel Direct Mail. Hox 4761 Ad. Weckly 180 Fleet St BCs 
Office Iransparent Paper Limited, MEN'S WEAR DRAWINGS. Latablished 
Bridg Hall Mils, Bur Specialist service secks additional 
= le Box W. 397 London and Provincial inquiries for 
[JOHN HADDON & CO. LTD. finished work Competitive Drices, 
i 12 Salisbury Square, Fleet St. E.C.4 Bos 4752 Ad. Weekly 160 Fle & BOS 


FIRST CLASS VISUALISER BUSINESS OPPORTUNITIES 


required by leading design group SHORTHAND-TYPISTS. Private Sc 
rks ik 


lanes, Ch f you are in 


This is a highly progressive position for a young man with —— eS ee oe ee SHOW CARDS, CUT-OUTS 
first class Agency experience. Soe tf oon oe ADVERTISING FOLDERS 
spec em 


ialise in mt personne 
by photolitho or letierpress (own 

Must be able to initiate campaigns, have a real flair for photo-litho process plant) 

design and able to produce slick scamps and finished roughs. STUDENT. Virile mind to visual CARILLON PRESS LID. 
se knowledax iyout n opy bine Colour Printers, Bournemouth 

Wri ivin Il particulars to : | writer wishes to join Agency develop Iclephone Boscombe 46835 
rite giving full part strong creative potential “ry un London Office 98-100 Fleet Street, 

important E.C 4 


Box 4708 Advertiser’s Weekly, 180 Fleet St., London, E.C.4 Box 4341 Ad. Weckly 180 Fleet St BC4 re See See 


All applications treated as confidential WANTED. — First class illustrators 


ver and Publishers 
PROGRESS HALTED on tendion L4d.. 7 Catede Be 


Carlisi 
Assistant Advertising Manager finds Soho Square 
EXPANDING WEST END agency :- MANUFACTURING STATIONERS IN Progtess with present well-known ENVELOPE ADDRESSING (onc 
res te‘ligent jun (ma P. CITY = requir order clerk, some cx world-wide exccilent o é y largest gansations inp th 
t lappy ! perience lesirable but barred by som years ng campaigns, mailing 


v mers in its rm 
Ad. Weekly 180 Fi 


Permanent and progressive 


circular 
given if necessary day now requires a position 3 \ ‘ IMPRINTS, 28 Chapel Str 
i 


een, full consideration giv ing Manager with 14-2 pool 
LEADING BIRMINGHAM PROCESS teen 
Hot SE. requires ns ide contact man holiday arrangements a'read Manchester KNOWN LONDON Photography 


0-25 fs rking a dee of Box 4786 Ad. Weekly 180 Fleet St EC4 Completely conversant with « Display Specialist require Northern 
nlidence, ASSISTANT ADVERTISEMENT MAN. partment matters including ! und Midland representation, Preferably 
f expenence AC required for Business (The tration Approptiation tte ‘ircad ontacting Agencies 
o of Management in industry) | Liaison Planning Printing Manufacturers t w Print Ar 
Box 4606 Ad. Weckly 180 Fleet St BC4 ¢ an expericnced space-salesman Design Exhibitions him s Training and full support. Full 
wo Exceptional opening tor Display Hou Aanasin Bad ‘ 
right man Full particulars, in Packaging Editorial Photography 4802 Ad Weekly 180 Fleet St BC4 
Stowe & Bowden strict confidence, to General Manager Staustics 
Business Publications, 180 Fleet Street Aue 40. AMIAMA 
| 
en = Pome SALES AND WANTS 
; ; EXHIBITION CONTRACTORS requir mn 4775 
require experienced Sales Representatives for London and Advertiser's Weekly 180 Fleet St ECG WANTED COMPILER for simpk 
Midland areas Assured prospects to weekly competitiy cash Crossword 
LA Y oU t successtul applicants Write in con- - ‘ + nee Send sammie 
fidence giving full particulars and somtaining 12 « . Le. 9 doubles and 


annual turnover normally secured COPY CLERK | ’ yes rebles. Also terms 
x n 


Al 
MAN Box 4728 Ad. Weekly 180 Fleet St BC4 | perience in dver ‘ Ad. Weekly 180 Fleet St BC4 
ment cop f« y if tact 


publication 


the man we seck will be ver- | | EUAQOMUAIGMEMULEEOD | 910500" coatte “itt hi PERSONAL 
it the adves PIN-UPS fo rtisis 


* - py Agent 
satile and able to produce ~y Prin > t 
| ADVERTISEMENT REPRESENTATIVE | °°! : = se [ene te 
slick pencil lays in the mini- reland) sceks position with prospects Box ¢ ay ey Sa SS ae Philip Gotlop Photographs Ltd 
: —— salcs ability. All offers con- Kensington Church Street, 
Box 4797 Ad Weekly 180 Fleet St pC4 | THOROUGHLY EXPERIENCED Wesier 
tsing c v quit ’ 


n iw 
years’ agency experience will WINDOW | DRESSER | DISPLAY 


have given him a sound work- ARTIST returned from overseas desites anager ot Ser nt mans PRINTERS 


post in London 


ing knowledge of typography Box 4776 Ad. Weekly 180 Fleet St BC4 ‘ s 1st) OFFSET LITHO PRINTING. 
rk 


mum of time His several 


«ont 


Highest 


and production. 


Write in first instance full | | A recognised expert i a a ng ' Lid 


lek phone 4 London 

particulars to: Ridgeway, 148 Strand, 
... who has just made the biggest P.R.O. Publicity and 

6 STRATTON STREET, W.! Advertising “hit” (apart from the Coronation) wishes 

another interesting and exciting job of work, Staff, or on 

ADVERTISEMENT MANAGER wanted a fee basis. Highest possible credentials. Employable : 

for high-class monthl nal deall with or without his own “team.” Thoroughly conversant oa —— — 

several countries including Far East and America Taylor Lovegrov , 

Suggest meeting in first instance Road, S.W FLA 8540 

. FREE LANCE ARTIST requires full 

Box 4794, Advertiser’s Weekly, 180 Fleet St., London, E°C.4 accommodation or desk space. London 


atea 
Box 4799 Ad. Weekly 180 Picet St EC4 
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Woodworking Industry is prepatiag a comprehen- 
sive classified list of suppliers to’this great trade. 
This Buyers’ Guide will be the most up-to-date trade 
guide in print—a handy reference for every service, 
material or equipment connected with woodworking 
—a welcome adjunct to the offices of the manufac- 
turers who use timber. 

The Buyers’ Guide will be a bound in feature of the 
Building Exhibition Number to be published in 
November. 

Advertising directed at timber using industries must 
include Woodworking Industry, the only technical 
journal in the field. The Exhibition Number offers 
a big publicity bonus—a greatly extended life with- 
out increase in rates. 

Write to-day for particulars 
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— STOP PRESS - 


CORONATION SALES RECORDS 


(continued from,page 450) 


liver a copy to Congress. : 
“Evening Standard” sent copies 


by plane and train to Yorkshire, | 


Lancashire and West Country. 

Only London evening which did 
not make special plans was the 
“Star.” “We telt that papers in 
other areas would have adequate 
facilities for publishing news and 
pictures. We would feel rather hurt 
if they began encroaching on our 
distribution areas and we think they 
would teel the same way if we 
entered their territory,” explained 
a spokesman. 

Newspapers carried tull page and 
other large space ads. specially pre- 
pared for Coronation Day issues. 
Shell took back page in “Daily 
lelegraph” supplement. “Daily 
Express” curried halt-page tor 
Britvic fruit juices. “Daily Herald” 
had two tull pages--one for kkco 
radio and TV, the other for Hercules 
cycles who also had a tull page in 
the “News Chronicle.” Decca had 
several large spaces including full 
page in “Daily Sketch.” 

Phillips cycles had a full page in 
the “Daily Mirror’ yesterday 
(Wednesday). 

Thirty local advertisers all took 
same size space in composite page 
in “Warrington Examiner” souvenir, 
to send loyal greeting. Front and 
back covers and some of the 
inside pages of “Cambridgeshire 
limes” were printed in red, and 
other pages in blue. 

British Prime Ministers were the 
subject of article in the “Belfast 
News-Letter” 32-page supplement. 
A portrait of the Queen on the 
cover was surrounded by a heraldic 
design in colour. Village celebra- 
tions are given prominence in the 
“Blackburn Times” souvenir. The 
links of Vale Royal, Cheshire, with 
the Throne provided one of themes 
for “Warrington Guardian” supple- 
ment. On Monday the “Peter- 
borough Citizen and Advertiser will 
publish a “Golden Edition” sou- 
venir printed blue and gold on art 
paper (price 2s. 6d.). “Manchester 
City Press,” red, white, and blue 
Coronation souvenir appears next 
week. 

40-page Coronation supplement 
published by “Yorkshire Observer.” 
Red, white and blue used on cover 
of 48-page “Yorkshire Observer 
Budget.” Coloured cover showing 
photographs of Queen and of St. 
Edward's Crown used in “Northern 
Whig” supplement. 

G. S. Roy ds held Coronation party 


at their Piccadilly offices overlook- 


ing procession route. Staff and 


| guests, while waiting for procession 


watched television programme, and 
viewed exhibition of artwork pro- 


duced by members of the agency in 


their spare time. An outstanding 
exhibit was “The Ceremony of the 
Sword,” «a carving in Austrian oak 
by designer Arthur Cousins. Com- 
missioned by G. S. Royds, this de- 
picts in relief the time-honoured 
ceremonial when the Queen enters 


| the City at Temple Bar. 


Next two issues of “Picture Post™ 
will include 3-D feature. Claimed 
be first picture story photo- 
graphed stereoscopically. Spectacles 
free with each issue. This week's 
issue carries 7-page section ot 
American ads. 


office at 180, Fleet Street dor 4 


areat Titchfield 


| 


| 
| 
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VERNON HOLDING AS 
GENERAL MANAGER 
FOR HULTON PRESS 


Hulton Press announce that 
Vernon Holding has been appointed 
general manager of the company. 

In his mid forties, he had been 
circulation manager of Hulton Press 
since 1938, until at the beginning of 
this year he became acting general 
manager following the resignation 
ot J. W. Pearce. 

Holding began as a circulation 
man with the old “Daily Chronicle” 
and “Sunday News.” For some 
time he was on _ circulation 
staff of “Daily Express’ and was 
alterwards appointed assistant circu- 
lation manager to Valentine Smith 
on “Sunday Referee.” In 1934 
joined “karmers’ Weekly” prior 
to its launching until it was 
taken over by Edward Hulton in 
1938. Holding was responsible for 
the launching of “Picture Post” and 
for the distribution of the other 
Hulton papers, “Nursing  Illas- 
trated,” “Lilliput,” “Housewife” as 
well as “Farmers’ Weekly.” 

Geotirey Burton  (Partington’s 
Poster Advertising Co., Ltd.) is the 
new president of the London Poster 
Advertising Association. Other 
officers: senior vice-president, Reg 
Pennell (Pascall’s Ltd.); junior vice- 
president, Richard Walker (Boro’ 
Billposting Co., Ltd.); hon. trea- 
surer, A. A. Leopold (A. Leopold & 
Co., Ltd.). 


S. (©. Peacock Ltd. (Liverpool) 
will be taking over whole of account 
of Barker & Dobson Ltd. chocolate 
und sweet manuéacturers, as from 
August 1. They have previously 
been handling part of account. 


Northclitle Newspapers Group, 
except editorial and picture depart- 
ment, moving Monday to 163 Queen 
Victoria Street, E.C.4. Vouchers 
und back numbers department will 
stay tor present at Carmelite House. 


Young & Rubicam Ltd. appointed 
agents for Rowland’s chlorophyll 
tablets, new product being launched 
by County Perfumery Co., Ltd. 
Campaign -claimed to be the big- 
gest ever used to launch a chloro- 
physll tablet -will open with double 
page spreads in trade press. 


four newspapers are joining the 
Associated Kent Newspapers Group 
from July 1 —“Kent Herald,” “Ken- 
tish Gazette,” “East Kent Mercury,” 
and “Herne Bay  Press’’—making 
nine in group. 


Publicity Club of London general 
meeting for election of officers at 
Waldorf Hotel on Monday. 

Masius & Fergusson appointed 
agents tor ©. & A. Morton Ltd. 
(canned soups, vegetables, pickles, 
ete.). 


Bernard Gutteridge (previously 
with S. 1. Garland and C.P.V.), 
has joined Miasius & Fergusson as 
“u group copy head. 


ne hancery 8844 } 


establishment 
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